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UPFRONT
eadership is 
arguably one
of the most 
evergreen, 

vital skills that we can 
possess. Particularly 
when it comes to running 
a business; you can have 
all the capital in the 
world, a plethora of hard-
working partners, and 

the perfect location for your store. But without the 
right mentality and skillset to steer the ship, even 
seasoned entrepreneurs can run afoul of unforeseen 
challenges and roadblocks. 

Sometimes, being a great leader means 
understanding the wants and needs of your network, 
and being able to deliver on those when required. 
Other times, it can mean training those within your 
team to become leaders themselves; empowering 
individuals to eventually take over the legacy that 
you’ve built with a brand. 

In this issue of Global Franchise, we’re celebrating 
all things leadership. From page 24, we’ve put 
together a comprehensive 2022 preview to prepare 
even the savviest business leaders for the roads 
ahead. You can never be too prepared, so make sure 
to check out our nine tips from franchise experts 
around the world to ensure that you start the new 
year off on the right foot. 

We also speak with three franchise leaders as 
part of our home services special from page 34, 
to get a clear view of what it takes to persevere in 
this enduring franchise segment. And to hear an 
alternative perspective, we speak with NBA All-Star 
James Worthy on page 50, to learn about the lessons 

in leadership he acquired throughout his 
professional basketball career. 

To see leadership in action, make sure 
to check out our list of 20 of this year’s 
top franchise leaders from page 52. 
There’s been some truly exemplary cases 
of franchise ship-steering this year, so it 
only feels right to recognize those that 
have been at the helm. 
To your success, 

Kieran McLoone
Editor, Global Franchise 
kieran.mcloone@aceville.co.uk
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THE GLOBAL  
FRANCHISE  

PODCAST
Did you know that the worlds of 

professional basketball and business 
leadership are closely linked? If not, then 

make sure to check out our recent episode 
of the the Global Franchise Podcast, where 
we speak with NBA All-Star James Worthy 

about his essential business tips. For an 
excerpt of this conversation, make sure to 

head to page 50 of this very magazine!  

To listen to all episodes of the  
Global Franchise Podcast, visit  

global-franchise.com/podcast.  

 Franchising around 
the world
As brands prepare their strategies for 2022, it’s important 
to consider all international options for development. That’s 
why we’re covering three key markets this time round: the 
U.S., India, and Romania.

P.16 U.S.: UNDERSTANDING  
THE GREAT RESIGNATION 

“American workers have had ample time during the 
pandemic to reassess their working lives and what they  
want from a job, and companies are going to have to adapt 
and change to meet their new priorities when it comes  
to employment” - Dan Harmon, president and COO, 
Smoothie King

P.66 INDIA: FRANCHISING VERSUS  
COMPANY-OWNED

“Every franchisee makes a lot of money with every 
incremental sale. They are a partner in business in that 
sense and do not need external motivation to do a good 
job with running the store” - Dheeraj Gupta, founder and 
MD, Jumboking 

P.94 ROMANIA: AN UNTAPPED  
EUROPEAN MARKET

“Romania has an economy that’s currently 
underdeveloped when it comes to franchising. The 
industry’s potential is currently around 30 per cent.  
That means that both domestic and international brands 
have lots of space to grow and develop” - Ariana Cosmina 
Anton, director, Romanian Franchise Association

The home services sector 
of franchising is one of the 
industry’s most enduring, 
as evidenced by the firmly 
established brands in this 
space that have managed to 
persevere throughout the past 
couple years of hardship. 

To get a true understanding 
of why this space remains 
so viable for entrepreneurs, 

we caught up with three of 
the segment’s frontrunners 
to talk veteran ownership, 
emerging franchises, and 
blue-collar upbringings. If 
you’re looking to build your 
own future in 2022, then there 
may not be a better place to 
start than this thriving sector. 
Check out the full report from 
page 34.   

Building toward success 
through franchising 



2021 has been a wild year for everybody, but amidst all the 
noise and activity, don’t forget to take a moment to pause and 
relax with unmissable franchising content. The Global Franchise 
Podcast has featured many high-profile guests this year, all willing 
to share insightful tips and guidance for burgeoning  
franchise professionals. 

Iconic restauranteur and host of Bar 
Rescue, Jon Taffer, joined us earlier this 
year, for example, to talk about how 
franchisors can capture the soul of their 
brand and utilize it in attracting a new 
audience. CEO of the Franchise Council of 
Australia, Mary Aldred, joined us to speak 
about how the Australasian franchise 
market is bouncing back in the face of 
COVID-19. There’s truly something for 
everyone. 

If you’re looking to catch up on this 
year’s essential podcast episodes, head to 
global-franchise.com/podcast where you 
can find the full catalogue. 

Don’t miss out on essential 
franchise listening

THERE’S STILL TIME TO ENTER THE 
GLOBAL FRANCHISE AWARDS 2022

s businesses wind down for 
Christmas and begin planning 
for the new year, it can be easy 
to take your foot off the gas. But 

don’t forget to enter the Global Franchise 
Awards 2022: the industry’s most prestigious 
international franchising awards. 

This year’s instalment is bigger than ever, 
with brand-new categories, a refreshed 
judging panel, and a star-studded awards 
ceremony taking place in San Diego on 
February 25, 2022. 

For your chance to take home a coveted 
Global Franchise Awards trophy, and to have 

A 
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THE WORLD FRANCHISE 
NETWORK CONTINUES TO GROW
Launched in 2020, the World Franchise Network (WFN) 
was created by the Global Franchise team to gather 
franchise associations and bodies under one roof to share 
best practices, foster connectivity, and unify the biggest 
franchising authorities from around the world. 

In just the past couple months, multiple new members 
have joined including the Romanian Franchise Assocation, 
the Hong Kong Franchise Association, and the Franchise 
Association of South Africa. 

Global Franchise is always interested in bringing on  
new members for the WFN, so if you think your association 
can bring valuable insight to the table, then make sure to 
visit global-franchise.com/world-franchise-network 
to find out more. 

your brand 
seen by more 
than 500,000 
industry 
experts, 
head over 
to global-
franchise.com/awards to enter today! 
There, you’ll find detailed information 
about which category suits your brand,  
as well as FAQs to answer any last- 
minute questions. 

Entries close on January 20, 2022, so 
enter now to be eligible for consideration. 





NEWS

Global franchising updates
The latest highlights, expansions, and goings-on in the world of 
international franchising  
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T
he year may be winding to a close, but international 
franchising activity is just as rife as ever. As the 
pandemic thankfully becomes less of a focus for 
the world’s biggest brands, development is at the 

forefront. In fact, many franchisors are now expanding overseas 

for the very first time; showcasing the enduring strength  
of the business model.  

This is just a selection of the biggest stories – for a full 
rundown of the latest updates, make sure to visit  
global-franchise.com/news.  

Roll’d Vietnamese: Beginning international growth 
The popular Australian QSR brand has officially kicked-off overseas growth with the 
announcement that it would open in Utah in May 2022. This news came alongside plans to 
expand into Canada, the U.K., France, Japan, and New Zealand in the coming years.  

“When COVID hit, Roll’d’s executive team were unanimous that we would work hard to 
really support our team and minimize job loss during this time. We used innovation across 
multiple channels to bring healthy Vietnamese food to more Australians,” said Bao Hoang, 
Roll’d Vietnamese founder and CEO.  

“Our strategy has paid off and through 2020 and 2021 Roll’d has expanded with over 20 
new store openings, new catering options and the launch of our FMCG product range into 
Coles, Australia’s leading supermarket. We will continue to develop the innovations we 
launched throughout the pandemic to further grow the company, and push for our aim to 
take the full Roll’d experience to the world.”  

Wendy’s: Passing milestones  
Known first and foremost as a staple of the U.S. QSR 
scene, Wendy’s has seemingly been on a mission 
in 2021 to expand its international footprint and 
develop beyond its home market. The brand 
announced recently, for 
example, that it had 
opened its 400th 
Canadian store in 
Ottowa. This news 
came shortly after 
the burger brand 
opened its 1,000th 
location in Croydon, 
London; a relatively 
new market for  
the franchisor.  

 “We are extremely 
proud of the progress we are making against 
our strategic growth pillar of expanding our 
global footprint,” said president and CEO, Todd 
Penegor. “Our 1,000th international restaurant 
opening marks an exciting milestone for Wendy’s  
and our growth plans in the United Kingdom  
and beyond.” 

“We are extremely proud of the 
progress we are making against our 
strategic growth pillar of expanding 

our global footprint”
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Nathan’s Famous: 
Serving up in  
Saudi Arabia

The fast-casual franchisor known for 
its world-famous hotdog competitions 
has debuted in Saudi Arabia, with plans 

to develop multiple kiosks around the 
country over the coming weeks. This builds on 

the brand’s presence in 20 countries around  
the world, and continues its agile approach after  
news came earlier this year that Nathan’s Famous  
had doubled the number of ghost kitchens it  

operated worldwide; aggressively pursuing a 
convenience-first mentality.  

“Nathan’s Famous is known all over the 
world, which is why we’ve had 

success in recent years growing 
across the globe,” said James 
Walker, senior vice president, 
restaurants.   

“We have seen success with our 
offerings in the Middle East, and we 

are looking forward to introducing 
our food to new consumers in  
Saudi Arabia.” 

Dickey’s Barbecue Pit:  
Egyptian expansion
The international barbecue franchisor is 
set to launch its first site in Cairo, Egypt 
after signing a deal with local partners, the 
Swinder Group. This comes off the back 
of additional international news for the 
brand in 2021, including new launches in 
Singapore, Japan, Brazil, and Botswana.  

“We are excited to bring a truly 
unique concept to Cairo, featuring iconic 

premium meats and savory Southern 
sides that will delight seasoned barbecue 
fans or newbies alike,” said Abdelrahman 
Toama, a partner at Swinder.   

“We couldn’t be more thrilled with our 
corner unit location in the City Centre 
Almaza mall. The location is close to the 
airport and generates a lot of foot traffic 
so customers can conveniently satisfy 
their craving for mouth-watering, slow-
smoked Texas-style barbecue.”  

Get 
Ahead: 

Virtually 
outsourcing the  
Aussie market 
U.K.-based virtual outsourcing franchise 
Get Ahead has opened its very first 

international location, with Taryn 
Wynne launching Get Ahead Australia and New 

Zealand from her home base in Sydney, Australia.  
“I was introduced to Rebecca Newenham at Get Ahead by 

a mutual friend. I had already recognized the need to help small businesses in 
Australia and began working on how I could use my business expertise to make a 
difference,” Taryn said. “Partnering with Get Ahead enabled me to benefit from an 
already established brand and launch into my home territory of Australia  
and New Zealand.” 

MEITO: Making moves in the Middle East 
Flexible QSR operator MEITO has planted its flag firmly in the Middle East, with two 
new openings in Muscat, the capital city of Oman. Both locations showcase different 

build-outs from the MEITO brand, with a MEITO Eatery at Souq Al Madina, 
and a MEITO’s Express at the Mall of Oman.  

“Oman is such a vibrant market, hungry for sustainable, sociable, 
and healthier food alternatives, and we 
love the way our customers have really got 

into the whole MEITO 
experience,” said 

Benjamin 
Götze, 
managing 
director 
at MEITO 

Franchise 
International. 

Signal: Enhancing  
German security 
Signal, the eighth-largest security company in 
the U.S., has recently entered Germany by way of 
master franchising. The security franchisor has 
awarded master franchising rights to HessBa 
Sicherheit GmbH in the state of North-Rhine 
Westphalia, Germany’s most populous state.  

“We are proud to enter Germany, the 
economic powerhouse of Europe”, said Reed 
Nyffeler, CEO of Signal. “Doing so is an important 
step in expanding our global network which 
already includes the U.K., Canada, Australia, and 
our home market (the U.S.) where more than 700 
franchise locations provide security services to 
nearly 5,000 clients.”  
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The funding conundrum  
for franchisors
How to execute the right investment deal without falling afoul  
of SEC regulations

y partners and I 
regularly work with 
franchisor clients 
and prospects, who 

have excellent franchise concepts 
and good teams. However, they 
often lack the funding firepower 
to drive growth and move their 
brands to the next level. Many of 
these franchisors are founder-
led emerging franchises, but the 
dilemma of growth funding 
also applies to larger, more  
mature franchisors. 

I’ve been in franchising since the 
1980s, and I’ve seen a clear shift in 
what makes a successful franchise. 
Into the early 2000’s, many 
franchise founders bootstrapped 
their way to success. However, in 
today’s increasingly sophisticated 
and competitive franchise 
environment, poorly funded 
franchisors are more likely to stall 
and fail, even if they have a great 
concept. As a result, private equity, 
venture capital and angel investors 
are playing an increasingly 
important role for  
franchisor success.

Let’s look at some best practices 
to bring investment deals to 
fruition. Two key elements of a 

successful deal are: ensuring that 
the search and deal structure 
meet regulatory requirements, and 
getting the right investor match for 
the franchisor.

Complying with 
Securities Regulations  
The first step in a franchisor’s 
investment search is to understand 
applicable securities regulations. 
In the case of the United States, 
the agency responsible for 
regulating the securities markets 
and protecting investors is the 
SEC – Securities and Exchange 
Commission. For readers outside the 
U.S., your home country likely has 
an equivalent regulatory agency.

While U.S. franchisors are quite 
familiar with FTC (Federal Trade 
Commission) regulations for 
selling franchises, we franchise 
executives must also bear in mind 
the importance of SEC regulatory 
compliance for investment deals.

Realizing the growing importance 
of growth funding to franchisor 
success, I decided to invest months 
of study time and multiple tests 
to become a FINRA-registered 
investment banking representative. 
FINRA – the Financial Industry 

M
THE AUTHOR
Dan Bish is a 
FINRA-registered 
investment banking 
representative, and a 
partner at FranLaunch 
USA, a franchise 
management 
firm that provides 
management 
expertise to emerging 
U.S. franchisors and 
international franchise 
concepts entering 
the U.S. market. 
franlaunchusa.com

“Into the early 2000’s, many franchise 
founders bootstrapped their way to 

success. However, in today’s increasingly 
sophisticated and competitive franchise 
environment, poorly funded franchisors 

are more likely to stall and fail, even if 
they have a great concept”

Regulatory Authority – is an 
independent, nongovernmental 
organization that writes and 
enforces the rules governing 
securities firms and their brokers in 
the U.S. 

As a FINRA-registered investment 
banking representative, I am able 
to offer a much broader range 
of investment advisory services 
to my franchisor clients, while 
maintaining careful compliance with 
SEC regulations. 

I am associated with and 
sponsored by an 
investment banking 
group, which is 
a broker-dealer, 
licensed by FINRA 
and SIPC (Securities 
Investor Protection 
Corporation). My 
sponsoring broker-
dealer helps to 

WORDS BY DAN BISH

INSIGHT
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provide compliance oversight and 
other supporting services.

Are all investments subject to 
SEC rules? No. SEC rules may apply 
differently, depending on the type 
of investment deal or the type 
of investor. This is similar to the 
FTC franchise rules, under which 
some franchise transactions are 
exempt from the FDD disclosure 
requirements. In the 
case of securities 
regulations, it 
is critical 
that you 

clearly understand when and  
how SEC rules apply to an  
investment transaction. 

If you are seeking an investment 
and you are not familiar with SEC 
regulations, you should seek advice 
from a securities attorney, who can 
explain those rules and provide 
guidance on compliance. When 

appropriate, you should also 
consider working 

with a registered 
investment 

banker. 

SEC compliance from 
an investment banker’s 
perspective 
GT Securities, Inc. is a full-service 
FINRA/SEC compliance and 
regulatory banking platform, on 
which independent investment 
bankers, M&A advisors and 
global and domestic institutional 
financiers transact deals. 

Jay Turo, managing partner at 
GT Securities, explains the benefits 
of using an investment banker: 
"From both the perspective of the 
franchisor and the perspective 
buyer/investor, utilizing an SEC/
FINRA registered investment 
banker to broker and structure 
deals connotes professionalism 
and seriousness of purpose,” states 
Turo. “It also ensures proper 

“One of the most 
common risks of running 
afoul of SEC regulations 

is related to broker-
dealer registration”
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INSIGHT

compliance with all applicable laws, 
rules, and regulations if the deal 
involves (or potentially involves) the 
offer or sale of a security.” 

The legal risks of 
non-compliance 
One of the most common risks of 
running afoul of SEC regulations is 
related to broker-dealer registration. 
In brief, the SEC requires that any 
person that acts as a “broker” or 
“dealer” in securities in interstate 
commerce must register with the 
SEC. In particular, this applies to 
“finder’s fees” for intermediaries, 
who introduce companies to 
investors and/or negotiate 
investment deals.

According to the FINRA website, 
“With few exceptions, broker-
dealer firms must register with 
the Securities and Exchange 
Commission (SEC) and be members 
of FINRA. Individual registered 
representatives, or 
registered financial 
professionals, must 
register with 
FINRA, pass 
a qualifying 
examination, 
and be 
licensed by 
your state 
securities 
regulator before 
they can do 
business with you.”

According to a 
2018 article in Law360, 
“Individuals or firms who 
engage in such activities 
without registration face 
SEC enforcement actions and 
risk civil monetary penalties, 
disgorgement, bars from future 
activities, and other consequences. 
Issuers who utilize such individuals 
or firms could also be subject to SEC 
enforcement actions for causing or 
aiding and abetting the violations. 
Perhaps even more importantly, the 
offering may be subject to rescission 
by investors.” 

Trying to fly under 
the radar? 
I’ve known some consultants and 
even private equity professionals, 
who claim that smaller investments 
(say under $10m) are unlikely 
to attract SEC scrutiny. As 
such, for decades, unregistered 
intermediaries have brokered 
investment deals, often disguising 
finder’s fees as “consulting fees.” 
Here’s why intermediaries, 
companies and investors alike 

should avoid investment deals 
involving unregistered finders:

1. Risks for consultants and 
intermediaries – With improved 
financial tracking systems in recent 
years, the SEC can more easily 
“follow the money” to identify 
finder’s fees paid to you as an 
unregistered intermediary. Also, 
according to the SEC website, 
enforcement officials are relying 
increasingly on whistleblowers to 
identify transactions that violate 
SEC rules. All it takes is one 
disgruntled employee or investor 
to flag your transaction for SEC 
scrutiny. The penalties often 
include disgorgement (repayment 
of all fees), often with fines of 
hundreds of thousands of dollars

2. Risks for franchisors seeking 
an investment – While it may be 

tempting to offer a modest 
finder’s fee for an 

intermediary 
to identify 

investors, 
if the 
transaction 
violates 
SEC rules, 

your company 
may become 

a target of SEC 
enforcement 

actions. Moreover, 
you may risk recission 
(cancelling the investment 

contract and returning 
the funds) or litigation by 

investors or other interested 
parties. For obvious reasons, no 
franchisor wants to incur the legal 
costs and brand damage of such 
legal actions

3. Risks for investors/owners 
– Ensuring SEC compliance should 
always be part of your due diligence 
and deal process to execute a clean 
transaction. Think about your exit 
strategy. In seven or ten years, 
when a potential buyer looks at the 
company, a securities violation is 
highly likely to come up as part of 
a new buyer’s due diligence. This 
can put a future deal at risk or 
significantly impact the reputation 
and value of the company upon exit. 

Bottom line, consult a qualified 
securities attorney, and only work 
through registered securities 
professionals and broker-dealers.

TWO EMERGING FRANCHISORS 
THAT FOUND THE RIGHT INVESTORS 

Finding new investors, whether a minority investment 
or an acquisition, is not all about the money or deal 
terms. A good investor should also bring business 
know-how and share your mission and values. Let’s 
look at case studies of two emerging franchisors: 
Code Wiz and Senior Care Authority.

Code Wiz
In March 2021 Tutor Doctor announced its 
acquisition of Code Wiz, a Massachusetts-based 
children's enrichment educational service franchise 
that teaches computer coding and robotics. The 
parent company of Tutor Doctor is Ontario-based 
Clear Summit Group, Inc., which has a portfolio 
of subsidiaries and affiliates that include several 
emerging franchisors.

Ruth Agbaji, founder and CEO of Code Wiz, 
states, “I was looking for a partner that shares the 
same values as me. A partner that truly cares about 
impacting the lives of children. I was also looking 
for a partner that believed in me personally and 
someone who was interested in letting me continue 
to lead Code Wiz to greatness.

“The deal was a dream come true. Prior to 
the partnership, I always believed Code Wiz had 
something unique and special, but I didn't want to 
scale beyond our support system. The experience 
and the infrastructure that Tutor Doctor has brought 
to the table allows us to bring Code Wiz to families 
much faster than I would have on my own.”

Agbaji also shares sage advice for other emerging 
franchisors seeking investors. “Make sure that 
whomever you are inviting into your business 
brings much more to the table than just money. 
In the end, just as it is with our franchisees, it's all 
about the relationship that you'll have with your 
new partner, and I believe that can make or break a 
partnership down the line.”

Senior Care Authority
Senior Care Authority is an emerging franchisor in 
eldercare consulting and senior living placement, 
based in Petaluma, California. In August 2021, 
Senior Care Authority founder and CEO Frank 
Samson finalized a minority growth equity 
investment agreement with an angel investor.

“Although Senior Care Authority experienced 
strong growth over the past few years, I realized 
that additional capital would provide the financial 
firepower that we needed to expand new marketing 
and franchise support initiatives and take our 
franchise to the next level,” explains Samson. “I was 
seeking a minority investor, who would provide 
board-level guidance.”

Samson’s entrepreneurial experience in 
franchising goes back more than 30 years. In 1996, 
Samson founded In-House Travel Group, a franchise 
that he built to over 200 units within three years and 
sold to Uniglobe Travel in 1999. 

“I’m a franchise entrepreneur at heart, and 
candidly, bringing on board a business partner at 
Senior Care Authority was new for me,” continues 
Samson. “However, I quickly realized that having the 
know-how and business input of a highly successful 
investor was a major asset for my company, beyond 
the actual investment. In just a few months, 
our organization has achieved transformational 
improvements in our financial planning and 
strategic growth. I’m very pleased with the new 
direction of Senior Care Authority, as we move into 
2022 and beyond.”
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B
usiness owners have 
had a torrid time these 
past two years. First, it 
was the suppression of 

all business activity due to 
COVID-19-initiated lockdowns, and 
now it’s a spate of resignations. It 
started in April 2021, and the U.S. 
Bureau of Labor Statistics noted 
that four million Americans left 
their jobs in July. 

Reviewing statistics to do with 
hires, fires and layoffs tends to 
provide a picture of the health of an 
economy. When people are leaving 
jobs at record rates, it typically 
suggests a period of strong 
economic activity, stability and low 
unemployment. 

While this was the case 
for a while, it isn’t anymore. 
Resignations are still on the 
rise, despite high levels of 
unemployment and well-reported 
labor shortages.  

It has always been normal to 
use indicators like unemployment, 
economic activity, and stability 
to predict what people will do 
as a result. COVID-19 changed 
this; people’s lives were upended 
in a way that they have never 
been before, and as a result they 
reconsidered some of their choices 
in life and the direction they were 
heading – something no algorithm 
or economist can measure  
and foresee. 

Franchises are deeply affected, 
especially in the QSR sector, 
where workers have been quitting 
at record rates. In mid-October, 
food service worker resignation 
rates hit 6.8 per cent, above the 
20-year industry average of 4.1 per 
cent and above the record highs of 
five per cent in 2005 and 2019. 

People clearly want more out of 
their careers. 

“The pandemic has impacted 
every facet of our lives and that 
includes staffing and labor,” said 
Dan Harmon, president and COO 
of Smoothie King. “American 
workers have had ample time 
during the pandemic to reassess 
their working lives and what they 
want from a job and companies 
are going to have to adapt 
and change to meet their new 
priorities when it comes  
to employment.” 

What is The Great 
Resignation, and why 
is it happening?
As the name suggests, it refers to 
a spate of unusual resignations 
since April 2021 that seems 
to defy conventional wisdom. 
Resignations were increasing 
despite certain economic 
indicators showing that 
resignations should be decreasing. 
In August alone, 4.3 million 
American quit their jobs and the 

quits rate, which is measured 
against total employment, rose 
to a series high of 2.9 per cent in 
the same month, according to the 
Labor Department’s Job Openings 
and Labor Turnover Survey. 

“I think The Great Resignation 
really has come about because 
of a few factors. The pandemic 
made people re-evaluate what 
they're doing for work, especially 
when they saw the difference 
between essential workers 
versus non-essential, and for 
those that are non-essential, 
they saw how quickly they 
could lose their jobs, even if 
they thought they were secure,” 
said Mary Elizabeth Elkordy, 
the founder and president of 
Elkordy Global Strategies. 

“Even if it’s for no fault of their 
own, they could have been at the 
company for 20 years, but they 
still would have lost their jobs” 

Many workers around the 
world suffered during initial 
lockdowns, with no opportunity 
to earn and no right to furlough 
pay. The restaurant industry 
in the U.S., one of the largest 
sectors of franchising, is where 
the ‘The Great Resignation’ can 
be easily observed. 

This is clearly evidenced by the 
industry high-resignation rate in 
mid-October. 

What is behind these 
mass resignations? 
When businesses such as 
restaurants did open, it thrust 
workers into a risky situation, 
where they were constantly at 
risk of catching COVID-19 whilst 
having to manage an increased 
workload as more and more of 
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HOW THE FRANCHISING 

WORLD HAS BEEN IMPACTED
What is the cause of the mass resignation taking place, and how can 

businesses retain their current employees? 

“American workers have had ample 
time during the pandemic to reassess 

their working lives and what they 
want from a job”
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their colleagues were quitting. Pay 
is relatively poor for food service 
workers; a survey by One Fair 
Wage showed that 53 per cent 
of respondents are considering 
quitting their restaurant jobs and 
76 per cent cite low pay and tips 
as the reason behind it. Many saw 
no reason to persist with their 
companies and decided to quit. 

After 41 quarters of same 
stores sales increases, Domino’s 
Pizza finally registered a bad 
quarter in 2021. Less staff meant 
reduced operating hours and 
delivery systems suffering. 
Domino’s response to the 
problem has been to increase 
wages and speed up applications 
at company-owned stores. 

“While our company-wide sales 
have been fantastic, Smoothie 
King franchise owners haven’t 
been immune to the effects of the 
labor shortage. The pendulum 
has definitely swung in the 
direction of the team member 
which has caused us to have 
to take a hard look at our team 
member retention strategies to 
make sure we are recruiting and 

retaining quality team members 
at our locations nationwide,”  
said Harmon. 

“We have implemented a couple 
key strategies that we believe 
will help ease the effects most 
restaurants are seeing when it 
comes to the labor shortage.” 

The pandemic was such a 
monumental disruption to 
people’s lives, that they began to 
reconsider what mattered in life. 
Many now wanted to pursue more 
meaningful work that they enjoy 
as opposed to clocking in nine-to-
five to pay the bills.  

With many working from 
home, priorities shifted. Some 
disliked the way their employer 
treated them, and some just saw 
it as an opportunity to pursue 
their dream role.  

“People have had the benefit 
of enjoying remote work and 
some businesses are now 
requiring people to go back to 
the office, and they just don't 
want to do it anymore. They 
would rather stay at home with 

their families,” said Elkordy. 
“You have also seen people 

who have really thrived in the 
environment of the side hustle, 
a freelance world where they 
can dictate their own hours and 
be able to determine their own 
financial future.” 

How are companies 
combatting it? 
A business can only ever be as 
strong as its employees. If they’re 
constantly quitting and inbound 
job applications are at an all-time 
low, a business owner is right to 
worry about their future. 

During and after the lockdown, 
food service workers, amongst 
many, were hailed as ‘frontline 
workers’, taking on the brunt of 
the risk to keep people fed. This 
newfound appreciation did not 
result in increased wages, and 
consequently, food service workers 
appraised themselves more highly 
and left jobs in which they felt 
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they were not valued. As a result, 
some chains like Domino’s have 
increased wages in corporate-
owned stores. 

“As restaurant brands across 
the nation face the ongoing labor 
shortage, many are focusing on 
innovative ways to recruit and hire 
new talent,” said Harmon. 

“People seek employment that 
comes with growth opportunities. 
Building a career road map 
and displaying the different 
opportunities available to team 
members within a store or 
corporate level empowers people to 
see the bigger picture and a clear 
path to get there. 

“We train our people to make 
sure they are leading respectfully 
and treating people right. Kindness 
needs to remain at the center of 

everything we do. Celebrating big 
and little wins goes a long way in 
keeping team members motivated 
and happy in their careers. 

"Today’s workforce is 
reassessing their work/life 
balance and want to feel like their 
contributions make a difference to 
the greater good. Smoothie King’s 
mission to inspire a healthy and 
active lifestyle, not to mention our 
partnership with the Challenged 
Athletes Foundation, align with 
these evolving priorities.” 

Smaller chains have been quick 
to pivot too. &Pizza, an American 
pizza chain, raised wages at the 
start of the pandemic and gave 
certain days, like Election Day, 
a paid day off. Owner Michael 
Lastoria even increased wages 
to $16 an hour and has not only 

“The pendulum has definitely 
swung in the direction of the 

team member, which has 
caused us to have to take a 

hard look at our team member 
retention strategies”

kept all locations open, but opened 
11 more during the pandemic. 
The average fast-food worker 
earns around $12.43 an hour. 
In a role where pay is the key 
consideration, paying more than 
their competitors will undoubtedly 
position them strongly when 
competing for local labor. 

Plan ahead and keep your 
ears to the ground. It’s essential 
for business owners to not take 
employees for granted. It’s of 
the utmost importance to be in 
constant communication with them 
and understand the pain points of 
their jobs. Whether it’s food service 
workers or tech developers, the 
point remains the same.  

By keeping an ear to the 
ground, business owners can 
pre-empt resignations and job 
dissatisfaction, and put in place 
a process or offer to remedy the 
situation. Currently, companies 
are dealing with the issue by 
offering improved pay and 
working conditions after workers 
have already mentally divorced 
themselves from the role. Pro-
active monitoring of employee 
sentiment can alleviate labor 
problems, and even boost the 
reputation of a business, drawing 
in more qualified applicants. 
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or this California-based salon 
suite franchise, opening over 
300 locations throughout the 
U.S. was just the beginning. 

Now, with its sights firmly set on 
international development, Phenix Salon 
Suites is ready to show the global franchise 
industry what it’s been missing. 

FROM CELEBRITY ROOTS TO 
GLOBAL ACCLAIM 
Phenix Salon Suites was founded by beauty 
expert and celebrity hairstylist Gina 
Rivera in 2007, who has family roots in the 
industry dating back almost 100 years.  

The model is simple: Phenix Salon 
Suites franchisees offer an opportunity 
for lifestyle professionals to have a space 
of their own. They design their individual 

The world is ready 
for a new look

Phenix Salon Suites goes international, opening first European  
coworking location 

F

suite, set their own prices, and build their 
client list. The franchisee serves as a 
landlord who recruits professionals and 
rents out independent spaces to them. The 
locations provide a safe, socially-distanced 
experience for lifestyle professionals and 
their clients.  

For a Phenix international partner, the 
model is attractive in significant ways: one 
part-time employee, no inventory, and 
semi-absentee management. Plus, post-

BEHIND THE BRAND: PARTNER CONTENT

Director of European operations John 
Gillespie with Manchester franchisee

Franchisee Randa Shelby-Cobb in 
Atlanta, also now developing in Sweden

Phenix Salon Suites 
location in California



BEHIND THE BRAND: PARTNER CONTENT

Salon directory displayed at a Phenix location

New location in Deansgate, Manchester
evident as we’ve established the 
Manchester location.”  

Already, most of the available units 
within the flagship Manchester location 
have been snapped up by savvy lifestyle 
professionals, ready to take advantage 
of the premium Phenix Salon Suites 
amenities.  

Each unit within a Phenix location can 
be totally personalized by its new tenant 
so that small business owners can brand 
their unit as they’d like and create a 
unique space. In the Manchester salon 
location, one unit features a barbershop 
themed around a football stadium with 
fake grass floor, red leather stadium seats 
and huge football mural.  

In another, celebrity hairdresser Andrew 
Trott-Barn personalized his double 
window corner plot with bespoke scissor-
patterned wallpaper, plush velvet seating 
and decor inspired by his legendary  
Mirror Ball.  

“We know how hard it is to set up a 
salon from scratch, and even more so when 
it comes to finding something affordable 

“There are over a 
thousand salon suites 
buildings in the 
U.S.A., so we know 
this model works”

COVID, retail spaces are plentiful, as the 
demand for safe, secure work spaces is 
off the charts and profitability can  
be exceptional.  

In October, Phenix embarked on a bold 
new adventure with its first opening 
in Manchester, England; part of its 
ambitious, strategic, global expansion 
that will see countless franchise 
professionals around the world join this 
exciting journey.  

“It’s such a great time to be a part 
of Phenix Salon Suites and we’re so 
confident about the opening of our first 
European salon location,” said John 
Gillespie, European operations director 
for Phenix. “Having been in the salon 
industry for more than 20 years, I’m 
familiar with the operational efficiencies 
that are crucial to the success of 
not only the franchisee, but also the 
lifestyle professionals. Phenix has 
definitely mastered the art of seamless 
operational support and transfer of U.S. 
know-how which has been  

Phenix Salon Suites 
location in Texas

Another customized 
Phenix suite

Gina Rivera, founder and 
fashion icon
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in the middle of an incredible city like 
Manchester. There are over a thousand 
salon suites buildings in the U.S.A., so we 
know this model works,” said Gillespie. 

GOING FROM STRENGTH TO 
STRENGTH  
Phenix Salon Suites’ international growth 
follows an exceptionally busy period 
for the brand, having opened its 300th 
location earlier this year, and announcing 
a multi-unit partnership between 
musician LL COOL J and long-time Phenix 
franchisee, Kevin Davis.  

Global expansion was the logical next 
step for the brand, and it’s looking for 
lifestyle professionals and experienced 
franchisees to continue taking the Phenix 
name overseas.  

“Phenix has had an eye on expansion 
overseas for a while now and we’re 
excited to finally announce our entrance 
into international markets,” said Brian 
Kelley, president and COO of Phenix 
Salon Suites.  

“We have a strong team behind our 
global growth with industry expert 
John Gillespie being a key player to 
streamline salon operations and Lesley 
Hawks leading the charge on franchise 
development. The United Kingdom is a 
stepping stone to the rest of the world 
as the brand explores opportunities in 
many countries including Sweden, Spain, 
Germany, Switzerland and France.”  

All Phenix locations are complete with 
a host of essential tools and accessories 
to attract lifestyle experts of all kinds. 
Hairdressers and barbers are provided 
with a backwash, styling chair and hair 
trolley, while nail, massage or beauty 
therapists are offered sink units and 
storage trolleys. Each tenant also has 
access to a break room/kitchen space, 
as well as an on-site laundry room with 
free use of commercial equipment for fast 
washing and drying.  

Licenses to operate suites are offered 

At a Glance
Phenix Salon Suites

Established: 2007  

Number of locations: 310+  

Location of units: U.S., U.K., Sweden (coming soon)

Investment range: Market dependent (approx. 
$500,000 - $1m per unit)  

Contact: Lesley Hawks, director global 
development, lkhawks@gmail.com /  
+1 562 760 1611 

phenixsalonsuites.com 

on a monthly basis, with no long-term 
contracts that allows tenants to start up 
affordably and with flexibility. This is also 
perfect for franchisees as it makes filling 
their suites a breeze. Units typically 
fill up shortly after opening, once local 
lifestyle professionals recognize the 
incomparable business opportunity.  

When top international investors and 
franchisees look for the most innovative 
leader in the beauty industry, they 
choose Phenix Salon Suites. The brand’s 
real estate rental model requires minimal 
staff, drives unparalleled occupancy and 
retention rates, and its founders have 
multiple generations of salon expertise. 

WORLD-CLASS SUPPORT
Phenix’s corporate marketing team creates 
tested and proven nationally branded 
campaigns to attract lifestyle professionals 
to rent suites at your Phenix locations. 
Plus, you’ll receive step-by-step training 
to execute on a local level. The brand’s 
proprietary mobile application keep it all 
together for owners and tenants. 

Additionally, Phenix’s experienced 
corporate team helps you identify 
competitive locations and markets and 
build a best-in-class Phenix Salon Suites 
location. A high-quality build-out at the 
lowest price is the end result through the 

brand’s preferred contractors. 
Phenix Salon Suites’ international team 

is here to walk you through every step 
of the process to successfully opening 
and operating your salon location. And, 
you’ll be part of a passionate franchisee 
community of business leaders for first-
hand advice and insights. 

In a world where flexibility is king, 
and the entrepreneurial life is attracting 
more individuals than ever, investing in 
Phenix Salon Suites is a unique way to 
offer an exciting global model with the 
comprehensive support of an established 
U.S brand. 

A decorated suite at the 
new Manchester location

Phenix location in 
Sarasota, Florida

A stylist working in one of 
Phenix’s suites
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Three key components  
that beat industry  
experience every time
The best leaders understand that a business is bigger than them 

unning a business – and 
running it well – is an 
art. There’s something 
beautiful about 

witnessing all the moving parts of a 
business working together, like well-
oiled gears humming in a gearbox. 
Depending on your level of business 
savvy, getting to this idyllic phase can 
take some time and most definitely 
hard work. And, while many people 
would argue that successful business 
owners likely have extensive industry 
experience, I’d beg to disagree.  

I immigrated to the United States 
at the age of 17 to attend college. I can 
only assume it was this experience 
of starting over fresh and essentially 
building up my life that pushed me 
toward entrepreneurship. Since 
then, I’ve launched 15 start-ups and 
counting – I have, without a doubt, 
developed a passion for starting 
businesses. These businesses 
have ranged from IT companies 
to restaurants to staffing firms to 
agriculture, yet my core skill set is in 
finance. How could this be?

For many, starting a business in 
an unfamiliar industry may seem 
risky, maybe even foolish, but over 
the years, I’ve discovered three 
key components that are critical to 
launching a successful start-up. No 
industry experience is required. 

1 Assemble a  
diverse team
The first step to successfully 

launching a start-up in a new 
industry is to let your ego go. It’s 
natural to think that starting 
a business in an unfamiliar 
industry automatically puts you 
at a disadvantage, but remember: 
running a business is a team sport. 
The burden of industry knowledge 
should be spread across the team, 
not resting on the shoulders of one 
person. Letting go of your ego, 
and the idea that you’ll have all 
the answers because it’s your 
business, is critical to building a 
strong team – one that’s likely 
smarter than you, and 
that’s OK. Regardless 
of industry 
knowledge, your 
role is to steer 
the ship and 
bring outside 
perspectives 
that 
challenge 
the sector 

R
THE AUTHOR
Abid Abedi is the 
CEO of iCode, a 
technology and 
science educator for 
children

“With a solid team in place 
and a crystal-clear vision to 
guide them, it’s important 

to set the tone for your 
workplace culture”

to make your business a standout.  
My first hire is always an 

industry expert with years of 
experience that I don’t have. This 
immediate move is key to setting 
up foundational parts of your 
business, like operations, structure, 
policies and more. 
The next hire is 
sales so that the 
business can be 
built from the 
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ground up with a growth mindset.
From there, I make a point to 

build a diverse leadership team 
filled with individuals that come 
from all types of industries. It’s 
this type of talent that drives 
new ideas and fresh perspectives 
because they’re not bringing years 
of industry biases to the table. The 
combination of these experiences 
and strengths will create a winning 
team for your business right out of 
the gate. 

2Communicate a 
crystal-clear vision
To help illustrate the 

importance of company vision, I 
like to equate running a business to 
driving a car. The company vision 
is represented by the headlights, 
serving as a guide and allowing 
your team to visualize where they’re 
headed. So, you see, it doesn’t really 
matter how strong your team is if 

there’s no clear-cut goal or direction.  
There are several ways to put 

this into action. First, you’ll want to 
develop a company vision. Whether 
you’re the sole creator or have chosen 
to co-create with the team, make sure 
it has depth and purpose to serve as a 
driving force for your team.

Take it a step further and make 
sure this vision is communicated 
regularly; in fact, it should be outlined 
during the interview process so that 
everyone is on the same page right 
from the start. Kick-off meetings with 
a reminder of the shared company 
vision. By communicating this 
message often, you’re priming the 
team to bring new, innovative ideas 
on how to achieve the vision. 

3 Build a  
fearless culture
With a solid team in place and 

a crystal-clear vision to guide them, 
it’s important to set the tone for your 

workplace culture. It’s easy for leaders to 
say they embrace failure, but it’s another 
thing entirely to build a culture around 
it. I have found that my teams come up 
with the best, most cutting-edge ideas 
when they’re fearless – fearless of failure, 
judgment, or whatever else may follow a 
mistake or a thought.  

The team you put in place was brought 
in to disrupt the industry, and maybe 
even challenge your own ideas – all to 
achieve that shared company vision. This 
type of culture moves companies forward, 
and it’s not built in a day. This fearless 
culture that embraces all types of ideas 
takes months, or even years, to build, but 
it needs to be maintained. One wrong 
response to a mistake or one wrong hire 
can tear it all down.

This means, there are no days off. 
Culture is from the top down and you set 
the standard every single day acting as 
a role model for your team. Encourage 
fearless acts, wacky ideas and healthy 
competition. Most importantly, reframe 
what it means to make a mistake, 
because if people aren’t making 
mistakes, they’re not growing – and 
neither is your business.
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Perfect your image

Keep an eye on vaccination rates

“Business, as life itself, is all about the image. 
Now more than ever, it is important to constantly 
work on the good image of a business and 
on collaboration with a local community. Be 
enthusiastic and positive; be flexible and prudent. 
In my country, we have the saying that two heads 
are smarter than one. Imagine the potential of all 
‘heads’ in the franchise network. Nourish and use 
that power to build a lasting business and a strong 
image. Give back to your community. Create a 
flexible business environment in your network and 
encourage information flow”

- Ljiljana Kukec, president, Croatian Franchise 
Association

“The key to recovering from the pandemic, to the point where local 
companies will seek new franchise investment, is the level of vaccination 
in a country. I recently travelled to Canada, Germany, Italy, Spain, 
the Netherlands, and the United Kingdom in September where the 
vaccination levels are high and business investment is once again on the 
minds of local companies. 

“Among the biggest barriers to closing international license deals in 
2022 is visiting candidate companies in their country to meet their 
team and see their current business, and then getting qualified licensee 
candidates to your home country for discovery days”

- Bill Edwards, CEO, Edwards Global Services

“One of the many cornerstones to ethical franchising is to not 
compete with your franchisees, which I know is easier said 
than done. But the reason you get paid royalties is to help your 
franchisees achieve ROI and thereafter maximum profitability as 
soon as possible. If for example, 
you are enjoying rebates from 
your franchisee’s suppliers, 
then you are unfairly earning 
from their expenses rather 
than helping them reduce their 
costs to achieve their ROI and 
profitability sooner. This is just 
one example of ‘competing with 
your franchisees’. Don’t do it!”

- Steven Wolfson, chairman, 
Israel Franchise Institute 

“In Sweden and other Nordic areas, we see a 
trend towards ‘self-expression’, and treating 
yourself well and good. The reason for that is of 
course COVID-19, where we all stopped enjoying 
ourselves with dinners, parties, and vacations. 
For 2022, we see a huge number of new 
concepts in fitness, food, and beauty treatment. 
A lot of people have saved money and increased 
weight and therefore want to invest in their own 
well-being”

- Johan Martinsson, managing director, Swedish 
Franchise Association

PROMOTE ETHICAL FRANCHISING

DON’T UNDERESTIMATE  
SELF-EXPRESSION

NINE vital franchising tips  
from the experts
What the franchise community can do to prepare for a prosperous 2022

2022 FRANCHISING PREVIEW
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Don’t hold back
“As governments move toward mandating 
vaccination, I think we can all be fairly confident 
that the worst of this pandemic is behind us. It’s 
going to be important to make sure you go out and 
grab opportunities for growth in franchising, as 2022 
could be like getting back to normal for most of us.

“Make sure you are spending enough time and 
effort researching the sectors that are most likely 
to rebound quickest and don’t hesitate to be the 
first to make the boldest moves back to 
serving customers. While I don’t think 
we’re going to party like it’s 2019, 
it will be awfully close to it” 

- Alisdair Gray, executive
director, European 
Franchise Federation 

“The last one-and-a-half years 
were a challenge for many 
franchise networks. A period 
of transition and a boost of 
innovations – a time in which new 
qualities of the network were 
created. Resilience increased; 
franchisors have proven their responsibilities 
towards their franchisees. In consequence, the 
attractiveness of the franchise model itself has 
grown and developed. In times of uncertainty, 
franchise brands stand for stability, especially 
when we look into 2022. 

If you want, the pandemic has brought the whole 
franchise sector into the next step of evolution and 
maturity. To transfer and develop this into the next 
period – this will be the mission of franchise networks”

- Torben Brodersen, chief managing director,
German Franchise Association

“While coronavirus lockdowns saw activity shrink sharply in the third 
quarter of 2021, accelerated vaccination rates have since allowed the 
Australian economy to reopen and consumption is rising.

“The Reserve Bank of Australia forecasts that the rapid bounce back in 
domestic demand will continue as restrictions are further eased and 
Australia is projected to have greater economic growth in 2022 than 
most OECD countries.

“The FCA is optimistic that the innovation and resilience demonstrated 
by franchised businesses over the past two years will ensure that they 
will be at the forefront of national recovery in 2022.

“For those seeking to enter franchising in Australia, it is an exciting time, 
subject to the usual pragmatic rules of thorough research, including 
seeking professional business and legal advice, before making a 
significant business investment”

 - Mary Aldred, CEO, Franchise Council of Australia

“Where doors close, windows open and light 
enters. As we all know, crises are opportunities 
to reset the perception of the world, and the 
franchising business environment is no exception. 
Niche franchises are more appealing now to future 
franchisees, and many small businesses that have 
survived the pandemic offer something special, 
and are ready to franchise. In order to do that, they 
should focus on building a strong foundation for 
their franchise systems and be ready 24/7 to offer 
fair assistance and support to all network partners”

- Ariana Cosmina, director, Romanian Franchise
Association

CONTINUE TO EVOLVE

REMAIN RESILIENT

TARGET A NICHEBuild on innovation 
“Entrepreneurs in the franchise sector showed resilience during the 
pandemic. I believe now the next step for franchisors and franchisees 
alike is to incorporate the lessons learned during these hard times. 
Out of adversity comes opportunity; now the franchises that can 
move forward and integrate these 
once emergency measures, 
to forge a competitive 
advantage out of them. We 
tend to look at the negative 
outcomes of these past 
few years, but instead, we 
should look for ways to 
harness the potential in 
these new innovations. 
Be it the shifting 
towards remote work, 
the increase in online 
traffic, or the changing 
attitudes of the market, 
franchises can find a 
way to develop”

- Katalin Mandel, CEO,
Hungarian Franchise 
Association
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Why flexibility and creativity 
are essential tools for 
franchisors in 2022
Four ways to establish a policy-light organization for the post-COVID era

ranchisors are 
known for structure, 
rules, playbooks, 
and policies, but the 

COVID-19 pandemic completely 
changed the traditional workplace 
landscape – and many argue, it’s 
for the better.  

With flexibility and creativity 
reigning supreme, more franchisors 
are now leaning into a policy-
light system as the future of their 
organization to drive results in the 
post-COVID era. 

A policy-light organization is 
something Re-Bath has grown 
accustom to as a foundational 
element in driving results. By 
striking a balance between 
flexibility and accountability, 
Re-Bath is on pace to close out a 
remarkable 2021 following a strong 
2020 that reflects impressive 
same-store-sales growth alongside 
multiple franchise openings. 

Increased demand for bathroom 
remodeling projects and market 
share gains drove nearly 80 per 
cent YOY increase in systemwide 
sales year-to-date. Capitalizing on 
unprecedented demand, existing 
franchisees are expanding and 
franchise development is on the rise 
with 17 signed agreements in 2021. 

Now more than ever is there 
a need for results-oriented 
leadership as the franchise 
industry continues to rebuild. 
While many brands successfully 
navigated the pandemic through 
resiliency, the future remains 
uncertain. It’s time to turn 
resilience into results, and the 
secret may lie in a flexible, policy-
light work culture. While typically 
met with resistance, the below 
insight and advice is meant to 
inform those hesitant of executing 
such shift and detail the immense 

benefits that can follow. 

1 Set clear goals
The only way policy-light 
organizations are effective is 

if your team members know exactly 
what they are expected to do, 
goals they need to achieve, and the 
impact they make in their role – all 
in a quantifiable manner.  

This goes for entry-level 
employees, single and multi-unit 
franchisees, and the C-suite. The 
‘how’ they achieve these goals is less 
important, so lean into flexibility. 
Loose policies allow team members 
the freedom to do what works best 
for them to garner results.

But, if you don’t make your 
expectations clear from the 
outset, you’re setting your team 
up for failure. Franchisors with a 
strong results-based culture have 
high-performing team members 
working toward clearly defined 
and achievable goals individually, 
within their departments, and on a 
company-wide level. 

2 Inspire open 
creativity 
to breed 

results
Franchise brands 
looking to grow in 
the post-COVID 
era must tap 
into creative 
energy. It will 
become essential 
to driving 
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the business forward. Creative 
problem-solving will enable teams 
to generate new ideas and be 
innovators – whether it’s finding 
new approaches to problems, 
developing new products or services 
to meet demand, or improving upon 
existing operations.  

When processes remain 
unchanged, results can lack. 
Tap into the idea of an open 
environment with continuous 
learning where team members are 
inspired to let their creativity shine 
through new tactics or approaches 
to meet your bottom line. This kind 
of empowerment has the potential 
to breed results in a new way.

One of the biggest barriers to 
creativity in the workplace is fear of 
making mistakes. Take necessary 
steps to 

WORDS BY BR AD HILLIER

“When processes 
remain unchanged, 

results can lack”
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cultivate a culture that rewards 
creative risk-taking by making 
it clear that your organization 
values creativity and understands 
its importance. This can be 
communicated clearly by being 
receptive to new ideas and 
recognizing risk-takers for the 
impact they've made.

In order to successfully foster 
this type of environment, you must 
provide the resources needed for 
creativity to thrive. Equip your team 
with the tools they need to perform. 
This may mean investments in 
technology, education, enhanced 
training programs, etc. Solicit 
feedback from your team, conduct 
an internal audit, and address this 
head-on for the best results. 

3 Foster systemwide 
accountability
Policy-light organizations 

live and die on accountability. 
Simply put, accountability means 
everyone is held responsible for 
their goals. This means goals should 
be discussed in-depth and often.  

If the pandemic taught us 
anything, it is the invaluable role 
communication plays in running a 
results-based business. A culture 
of open communication allows for 
question-asking and clarification 

which can lead to learning and better 
performance. Continuously provide 
your team with feedback – the good, 
the bad, the ugly. Constructive 
feedback allows team members to 
become more motivated and open 
to growth and change – ultimately 
driving bottom line results. 

Remember too, that the strongest 
of leaders inspire through 
accountability and lead by example. 
When leaders join in on shared 
accountability and commitment, 
the result is a team that strives 
even harder for achievement. 
Having transparency around 
goals and objectives from the top 
down demonstrates a systemwide 
commitment to responsibility 
and accountability to each other, 
regardless of hierarchy.

4 Build trust to 
grow confidence, 
independence,  

and results
One of the greatest benefits of a 
flexible culture is that it builds 
trust. Franchisors are charged with 
trusting that work will be completed 
accurately and independently. When 
trust is established, team members 
feel empowered, depended on, and 
supported which can enable them to 
become more involved in the company 
and better producers of results.  

Your team may also grow in 
confidence, knowing that they 

are trusted with freedom 
and authority over 

their work. Results-
oriented franchise 

brands thrive on team members 
taking ownership and pride in their 
work because they are inspired by the 
impact they have. They are motivated to 
perform at their best when they feel and 
know their individual work matters. 

So, place a strong focus on 
reviewing the execution that 
comes from this freedom and if it’s 
benefitting the business. If something 
is working, reward that. But if there 
is room for improvement, give clear 
feedback to produce stronger results.

The landscape for all businesses has 
significantly changed because of the 
pandemic. A policy-light format allows 
room for adaptation and the ability to 
pivot in an instant. Having this skill is 
more relevant than ever because being 
able to quickly shift or implement a 
new strategy delivers a higher level of 
efficiency. This lets company leaders 
focus on what needs to be done while 
team members can lean into a flexible 
nature on how to do it.

By implementing a flexible, policy-
light culture, your franchise brand 
is able to remain future-focused as 
team members are held accountable 

to deliver forward-thinking, 
creative work.

“In order to 
successfully foster this 

type of environment, 
you must provide the 
resources needed for 
creativity to thrive”
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Six of the biggest trends  
for franchising in 2022
Take a look ahead at the what next year holds for franchising professionals

here's no doubt that 
2020 and 2021 will 
go down in the books 
as two of the most 

interesting years in franchising. 
Franchises from every business 
sector have been faced with 
significant challenges in the past 
year-and-a-half and have risen 
to the occasion. COVID gave 
franchising an opportunity to shine 
and it's in a great place to flourish 
in 2022.  

A FRANdata survey revealed that 
the total number of franchised 
establishments in the U.S. will 
grow by an impressive 3.5 per cent 
by the end of 2021. This growth is 
significant, but it’s not surprising. 
In a climate where mom and pops 
were left to figure things out for 
themselves, franchise business 
owners had teams of professionals 
guiding their way.  

At IFPG, we have seen an influx of 
candidates since March 2020. First 
as a result of layoffs and furloughs, 
and then as a result of “The Great 
Resignation.” The Wall Street 
Journal recently reported that a 
record 4.4 million Americans quit 
their jobs in September 2021 alone. 
That number follows a previous 
milestone set in August 2021 with 
4.3 million people jumping ship.    

The Great Resignation is very 
real. People don’t want to be stuck 
in soul-crushing jobs anymore. 
They want work-life balance and 
financial independence and they 
are finding it through franchising. 
2022 is poised to be a memorable 
and lucrative year for franchising. 
Here’s what we’re seeing: 

Young candidates 
coming on the scene
Gen-Z is considered one of the 
most entrepreneurial generations 
ever and they will surely make a 
mark on franchising. According to 

a recent Nielsen study, about 54 
per cent of Gen-Z indicated they 
wanted to start their own company. 
As a father of three Gen-Z children, 
I see it firsthand. My kids and 
their friends are fascinated with 
entrepreneurship and franchising. 
In the franchise consulting business, 
we are seeing more of the same.  

A new, younger group of 
candidates are surfacing. Parents 
are investing in franchises with 
their children with plans to leave a 
legacy. Franchising is creating a new 
type of family business and possibly 
an alternative to a four-year college 
degree or perhaps a graduation 
present that keeps on giving. 

Technology 
In terms of technology, COVID 
brought us light years ahead of 
where we would have been without a 
pandemic. Virtual conferences may 
never fully replace in-person events, 
but they now have a permanent 
place in the franchise world.  

At IFPG, for example, we would 
never have considered a virtual 
conference if it weren't for social 
distancing restrictions. Not 
only did we pull it off, but 
it was a huge success. 
Our members have asked 
to continue these 
virtual events 
in addition 
to our live 
events. And 
we’re not the 
only ones 
who made it 
work. Virtual 
conferences are 
now part of 
the lineup for 
many franchise 
organizations. 

Same with 
virtual 
discovery 
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days and training. In fact, video 
teleconferencing has become so 
commonplace that it is not only 
taking the place of in-person 
meetings, but it’s also taking the place 
of phone calls in many instances. 
We’ve had the technology all along, 
but we never thought to use it!

At the franchisor level, technology 
saved the day during COVID. Many 
brick-and-mortar restaurants and 
gyms moved to touchless ordering 
and streaming services. Franchisors 
continue to invest in technology 
and stay prepared for any second 
wave or future shutdowns. These 
are factors candidates will look for 
when considering a brand in 2022 
and beyond. 

Validation questions
Thanks to COVID, validation 
calls now come with a new set of 
questions. Candidates want to 
know what kind of support went 
down during the 
pandemic, 
especially 
during the 

WORDS BY RED BOSWELL
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most uncertain times. Did the 
franchisor help with PPP funding 
and have a huge presence, or were 
franchisees left to figure things out 
for themselves?  

Candidates will ask how the 
franchise will perform in the new 
economy, how the franchisor 
addresses the potential for 
lockdowns, inflation, labor shortages, 
and possible supply chain issues. 
In 2022, franchisors can anticipate 
these types of questions.

Franchise consultants
A few years ago, franchise 
consultants were not well 
known outside of the industry. 
Franchising’s professional 
matchmakers may very well have 
been the industry’s best kept secret.  

But now, as the industry grows, 
franchise consulting has become 
a prominent and lucrative career 
path. Franchisors have come to rely 
on these professionals to vet and 
identify well-suited candidates. 

At IFPG, we have trained more 
than 50 new franchise consultants 
over the past year alone, and 
the numbers keep growing. The 
beautiful part is that with all the 
interest in entrepreneurship and 
the exploding opportunities in 

franchising, the pool of franchise 
candidates has never 

been better.

Communicating and 
storytelling
In a world driven by social media 
and texting, we have come to 
rely on new types of media to 
get our messages out. These 
days, franchisors not only need 
to communicate their brand’s 
differentiators, but they also need 
to tell the brand's story. Candidates 
want to know about a brand’s 
history, a brand’s team, and a 
brand’s franchise owners.  

Using video to tell these stories 
is a huge plus for franchisors and it 
will quickly become a mainstream 
method. A memorable video 
testimonial will have more weight 
and will resonate with candidates 
on a much higher level than any 
clever marketing copy ever can. 

Communicating through 
text messaging is another way 
franchisors develop relationships 
with candidates these days. The 
idea is that it feels friendlier and 
less formal than a canned email. 
It’s also harder to miss. Similarly, 
personal messaging through social 
media cuts through the formalities 
and is gaining in popularity as a 
way to foster relationships between 
franchisors and candidates.

Umbrella franchisors 
and FSOs
This past year, we have seen 
alliances form in franchising and a 
number of umbrella franchisors 
pop up. This trend toward 
parent franchisors 
acquiring other, 
synergistic brands  

is growing because it’s a smart 
way to share resources and 
sell franchises. With similar 
characteristics, brands within an 
umbrella will appeal to the same 
candidate by design.  

So if a candidate's desired 
territory is not available with one 
brand, for example, the candidate 
can shop in the same place and likely 
find a similar brand with  
open territory. 

Franchise Sales Organizations 
(FSOs) are also becoming larger 
and more standard in franchising. 
FSOs help emerging or struggling 
brands polish and streamline their 
systems as well as manage sales and 
marketing. Many of these brands 
are diamonds in the rough that can 
be incredibly innovative, but need 
that extra support to take off. FSOs 
can turn an unknown brand into 
a household name, so I always pay 
attention to the brands they take on 
and enjoy watching their growth.

In all my years of franchising, I 
have never seen a more exciting 
time than now. I am so optimistic for 

the future and for an amazing 
2022! Happy New Year and 

happy franchising!

“In all my years of 
franchising, I have 
never seen a more 

exciting time than now”
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BEHIND THE BRAND: PARTNER CONTENT

rom an early age, Boost 
Juice founder Janine Allis 
had two things on her 
mind: sport and travel. As 

a teenager, she dreamed of being a star 
netball player and went on to work as 
an assistant gym manager. 

And a few years later, a desire to see 
the world led to Janine packing her 
bags to nanny in France, work aboard 
David Bowie’s yacht and take executive 
roles in Portugal and Singapore. Yet it 
was a simple observation on her travels 
around America in late 1999 that would 
change her life. She couldn’t help but 
notice that everyone stateside seemed 
to be enjoying healthy smoothies and 
fresh juices.

It was when Janine returned to her 
native Australia that she spotted a 
gap in the uninspiring and unhealthy 
fast-food market. So, at the turn of 

the millennium, she opened her 
first Boost Juice bar in Adelaide, 
Australia.

FRESH INGREDIENTS,  
FRESH THINKING
By using real fruit and vegetables 
to make delicious smoothies and 
juices – free from preservatives and 
artificial colours and flavourings 
– Janine and her husband Jeff 
developed a retail concept unlike 
anything Australia had seen before.

Boost had begun to take shape. 
And not only was the juice bar 
concept new, but the way Boost 
presented the brand was ground-
breaking for retail in general.

Rather than simply focus 
on rational product benefits – 
healthy, great-tasting juices and 
smoothies – Janine was more 
interested in the holistic customer 
experience. She recognized that 
Boost was about more than great 
taste; it was about the positive 
energy of people who greeted 

you with a smile and called you by your first 
name; the bright store colors, uplifting music, 
and a love for life.

This energy and enthusiasm carries 
through to the brand’s ongoing commitment 
to product innovation, unique tactical 
marketing campaigns, and a Vibe Club loyalty 
program that treats patrons more like friends 
than customers.

AN AUSSIE ICON BECOMES  
A GLOBAL BRAND
Within four years of opening its doors, Boost 
had expanded globally through master 
franchising and now has over 600 stores 
in 15 countries worldwide. The brand has 
just opened its first two stores in Bangkok, 
Thailand, and will be opening two new 
markets in Europe and the Middle East in the 
first half of 2022.

It may sound like a straightforward success 
story, but despite Boost being famous for its 
smoothies, there was nothing smooth about 
the journey. As with any successful business, 

A thirst for success
The secret recipe behind Boost Juice’s global appeal? A perfect blend of great 

taste, healthy ingredients, and a love for life

F

it took years of sheer determination, 
extraordinary people and a can-do attitude to 
build one of Australia’s best-loved brands. 

“We don’t believe in the word ‘try’ because 
that means I’ll give myself permission to 
not succeed. You don’t try, you just do it,” 
explains Janine.

A BRAND BURSTING  
WITH POTENTIAL
As market leader in a high-growth category, 
Boost has all the ingredients for a successful 
franchise. Now more than ever, customers 
are seeing food and drink as medicine. Being 
able to offer a grab-and-go, nutritious, and 
refreshing option in under four minutes is 
highly desirable.

Boost is recognized the world over as a cool 
and aspirational juice and smoothie brand. 
It’s loved by everyone from A-list celebrities 
to millennials – and its iconic green cups are 
splashed all over Instagram. If customers 
are a brand’s greatest advocates, few are 
doing a better job at creating a supportive 
‘community’ than Boost. 

It is now the largest juice and smoothie 
brand in the Southern Hemisphere – and in 
the top five worldwide. With over 21 years’ 
experience in creating such hits as its All 
Berry Bang and Mango Magic smoothies, 
Boost now generates over AUD$320 million in 
annual sales.

SUPPORT FOR FRANCHISEES
Boost is proud of how far it has come. And 
it has exciting plans for the future that will 
be realized through world-class support 
to its franchisees. For example, Boost is 
making it easier for partners to expand into 
international markets through its Established 
Operation System – a digital platform 
that provides flexible store footprints and 
localised menus.

The brand also offers exclusive master 
franchise and development rights – granting 
full country, long-term rights to develop and 
sub-franchise Boost Juice Bars and manage 
local advertising.

Says Callum Mackay, head of international 
business: “Our number one focus during the 
pandemic has been to support our master 

Janine Allis, 

founder
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partner network around the world each and 
every way we can – from fast turnaround 
marketing initiatives to creating region-
specific smoothies that align with seasonality 
and sharing covid-safe best practice across 
our network.” 

EMERGING STRONGER  
THAN EVER
In the early days, Janine Allis helped guide 
Boost through adversity by believing in the 
old adage: When life hands you lemons, make 
lemonade. It’s an approach that has fared the 
brand well in these uncertain times. 

“We quickly asked ourselves: How can we 
make the most of challenges thrown our way 
that will benefit Boost’s international network 
for years to come?” says Mackay. To answer 
this question, Boost conducted a full review of 
its international operations, which led to the 
implementation of a number of core projects 
that are helping the brand emerge from the 
pandemic in a much stronger position than 
when it began.

According to Mackay: “Improvements in 
our global supply chains and design and 
development – plus our ability to adapt 
the brand to international markets – have 
allowed us to protect partner profitability 
and provide greater flexibility to our partners 
at a time when costs are rising across many 
industries and it counts to stand out.”

Janine Allis has never been one to stand 
still. In her younger days she took herself 
from Australia to conquer the big wide 
world. Little did she know that she would be 
repeating the journey with a global franchise 
– thanks to the creation of one of the world’s 
favorite juice and smoothie brands.

At a Glance
Boost Juice

Year established: 2000

Number of locations: 600+ 

Location of units: Worldwide

Investment range: $250,000 - $500,000+ 

Franchise fee: $150,000 - $500,000

Contact: international@boostjuicebars.com

boostjuice.com.au/international

“Within four years of opening its doors, 
Boost had expanded globally through master 

franchising and now has over 600 stores in 15 
countries worldwide”

The Mall Ngamwongwan, Thailand







Property is an enduring sector that franchisors have been capitalizing on 
for decades. To learn about the post-pandemic world of home repairs and 

maintenance, we sat down with three of the key franchise figures in this space. 
Join us as we explore veteran ownership, emerging franchises, and  

blue-collar upbringings 

INTERVIEWS BY KIER AN MCLOONE

HOME SERVICES SPECIAL

SECTOR IN FOCUS:
 HOME SERVICES
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The co-founders of Horse Power Brands discuss the lack of accountability in the 
franchise landscape, and how their brand-new parent company is looking to fill 
the intellectual capital gap

IN CONVERSATION:
Josh Skolnick is the co-founder and CEO of Horse Power Brands,  

a home services franchisor and the parent company of Mighty  
Dog Roofing. Josh founded Monster Tree Service in 2008, and  

grew the brand to a multi-million-dollar U.S. network 

Zachery Beutler is the co-founder and CDO of Horse  
Power Brands. He began his career in franchising as a  

young franchisee with Nebraska-based Complete Nutrition,  
later becoming a multi-unit franchisee of Color World 

Housepainting, Inc. 

KM: You’ve said that Horse  
Power Brands was founded due 
to the ‘lack of accountability’ in 
the franchise industry. How is 
your group providing a solution 
to that?  

JS: There are a lot of people  
who get into franchising with 
little to no franchising experience, 
and don't really know what 
they're getting involved with or 
truly understand the amount of 
support that's required to protect a 
franchisee's investment.  

Oftentimes, the purchase of a 
franchise business for a franchisee 
is one of the largest purchases 
that they'll make in their lifetime; 
outside of buying a 

house, an automobile, or  
putting a child through their  
college education.  

More importantly, there are 
people that are in franchising that 
don't understand the best ways to 
expose themselves to the general 
public to sell franchises. What they 
do is, traditionally, attach their 
wagon to an FSO (franchise sales 
organization), and there's a lack 
of accountability or alignment. 
You've got two sides to it: the 
franchisor wants to sell franchises, 
and the FSO is only compensated 
when selling franchises, so they’re 
aligned on that. But the franchisor 
is often not well-capitalized 

enough. 

“Service is really in its  
infancy within the  
franchising space” 

Franchisors may then have a 
moment when they realize they’ve 
attached their wagon to an FSO 
and have sold lots of franchises, 
but they don’t have the capital 
or knowledge to support a large 
network. At Horse Power Brands, 
we fill that gap. We do all of our 
development internally, we  
run all of our operations internally, 
and we're backed by over  
$100m in capital that is personal 
capital that we have put into this 
project between Zach and I to  
grow responsibly.  

ZB: If you look at business in 
today's world and go back five years, 

things have changed so much 

HOME SERVICES SPECIAL
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in the franchise world. How do you 
drive leads to a franchisor? How do 
you market and advertise?  

People often forget that a 
franchisor was often a mom-and-
pop business that grew and then 
began to franchise. But how they 
built their business no longer 
applies in today's world, because 
that growth period may take 10 to 
15 years. 

When Josh and I look at the 
previous brands that we've  
created and grown, there's one 
big thing that remains consistent, 
which we call 'intellectual capital'. 
This includes the key attributes 
of the individuals in your 
organization, so things like work 
ethic, resourcefulness, and  
financial acumen.  

HOME SERVICES SPECIAL
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Right away, when we launch 
these franchise brands, the level of 
intellectual capital is unmatched. 
We have more employees before 
we've sold even one franchise than 
most franchisors do with  
100 franchisees.

KM: Why have you both remained 
in the home services industry for 
your franchising careers? 

ZB: I built up a company and 
lost everything, and it was in an 
industry that wasn’t sustainable. 
At the time, I thought, ‘What 
are people going to live in for 
a very long time? A home. And 
those homes are going to need 
maintenance to keep them 
protected from the elements.’ I 

recognized it was a recession-
resistant industry.  

Josh and I also come from blue-
collar upbringings, with Josh’s 
dad owning a hardwood flooring 
business, and my dad was a cattle 
buyer and owned auction barns. 
We’re blue collar-guys, and you’d 
never catch us wearing a suit and 
tie to work.  

JS: Service is really in its infancy 
within the franchising space. People 
view franchising as food and retail 
and storefronts. When I got into my 
first franchise eight or nine years 
ago in the tree care industry, people 
raised an eyebrow as if to ask, 'How 
are you going to franchise that?'  

The experience that we bring to 
the table is helping us to build these 
concepts. We believe that focus 
creates wealth, and diversification 
preserves it. We've had such a long-
term focus in the services space, 
even though we're in an industry 
that has so many sectors. We get 

people outside of this industry 
who reach out to us on 

a weekly basis 
pitching their 
franchise for 
Horse Power 

Brands, but we 
say no and don't 

lose sleep over how 
much money we may be 

leaving on the table. 
That doesn't mean to say 

that we won't diversify into 
those things long-term, but 

we're currently aiming to 



acquire 10 to 12 brands within this 
space and truly grow them. 

The reason private equity doesn't 
do this is because it's hard. It's the 
riskiest place to be. Private equity 
has to provide more of a guarantee 
on return to the investors that 
they're investing money for. For us, 
we're betting on ourselves. 

KM: What should franchisees 
look for when entering the 
services industry for the  
first time?  

JS: Franchise buyers are either 
looking to be part of a legacy 
brand, or they're looking to join an 
emerging brand to play a role in 
what the future of that brand will 
look like.  

Typically, the people coming to 
our operations are looking at one 
or two other emerging-type brands. 
It's very common that we hear from 
those individuals that they went 
through somebody else's process, 
and they were told that when the 
brand gets to 20 or 30 franchisees, 
they'll add a CMO or consider 
getting into national accounts.  

When you come through our 
process, you'll never hear that; we 
invest in the infrastructure upfront. 
When we launched Mighty Dog 
Roofing as the first portfolio brand 
for Horse Power Brands, we had 
over 20 employees on our corporate 
staff to support those franchisees 
that came in early on.  

Our franchise candidates often 
have an empire-builder mentality. 
They are looking to get in at the 
ground floor and know that as they 
build their portfolio of brands, 
it’s going to be more than an 
opportunity to buy one concept.  

When you think about the way 
that we make our acquisitions, 
we create white space across the 
country for our existing franchisees 
so that they can acquire other 
verticals and grow their portfolio. 
A very established franchisor that's 
making acquisitions of big brands 
with 200- to 300-units already, isn't 
creating additional opportunities 
for existing franchisees to then take 
on new brands. 

ZB: I’ve done this three times, and 
I often say to people: imagine if 
you were a franchisor and could go 
back in time with as much money 
as you'd need, and could perfect 
everything the first time you did it. 
How much better of an opportunity 
could you make for people buying 

into the franchise?  
Again, we're the only company 

out there that's going out and 
acquiring these brands in their 
infancy and putting a lot of capital 
behind them. We know how to grow 
these brands. Having access to this 
level of experience and knowledge 
is unheard of. 

KM: What would you say to an 
entrepreneur who is looking to 
enter the services industry for 
the first time in 2022?  

JS: As you look at the way the world 
has shifted as a result of COVID, 
people are spending more time at 
home and investing more money 
in their homes than ever. Home 
prices have drastically increased, 
and people have a new pot of money 
that they're investing into the most 
valuable asset that they have.  

There's no better time than 
now, with what's happening in the 
economy. It's like shooting fish in 
a barrel. There's so much work out 
there. We hear every day on the 
news about labor shortages, but our 
franchisees have not experienced 
anything like that.  

Gyms have always been big in 
the last few years, but so many 
people I know have canceled gym 
memberships and are now working 
out at home. It's the same in the 
workplace; people are going remote, 
and the number of renovations 
that are going to happen will just 

climb. Right now is the time to stop 
building somebody else's dream and 
focus on your own.  

ZB: When Josh and I met, it was  
very apparent that we both knew  
what we wanted and were on the  
same wavelength. That gave us a 
different type of relationship as 
business partners. If you know  
what you want, and you're looking 
to be entrepreneurial, then service-
based businesses can offer a lot of 
value to executive-type or talented 
business owners. 

JS: If you're retail, then a customer 
could get your product from 
Amazon. If you're a restaurant,  
they can get your products through 
a third-party delivery service,  
which takes a cut. If a customer 
wants our services, they can't get 
them in any other way than picking 
up the phone and making that 
initial point of contact. We make 
it so easy for them, and it ends 
up with our franchisees making a 
business as large and successful  
as they want to. 
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“We have more employees 
before we've sold even 
one franchise than most 
franchisors do with  
100 franchisees”



eteran entrepreneurship 
and franchising are 
two areas that are 
increasingly linked,  

with this business model representing 
a perfect pathway for veterans who 
want to become their own boss, but 
require (or prefer) the support of an 
established franchise brand.  

To commemorate National Veterans 
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After an extensive career with the U.S. Navy, Lou Schager wanted a change.  
We caught up with him to find out more about his transition into the home  
services franchise world

From commanding officer  
to franchise president

V
and Military Families Month in  
the U.S., we caught up with Lou 
Schager, the president of Neighborly-
owned home services brand, Mosquito 
Joe. Lou served almost three decades 
in the U.S. Navy before transitioning 
into the franchising world in 2017,  
and brought with him a sense of 
dedication and resiliency that made 
him perfect for this new career.  

KM: What led to the transition 
from your career in the military 
to president of Mosquito Joe? 

LS: I knew that I wanted to 
transition out of the military. I 
was a pilot, but I didn’t want to fly 
for airlines or do something in the 
government. I wanted to reinvent 
myself, and I love small business 



and the thought  
of entrepreneurship.  

I had been a Mosquito Joe 
customer for years before I was 
approached by the founder of the 
franchise. He said he'd love for me 
to be a part of the team, and that 
they saw me taking it over someday 
as president. I thought about it, 
and I loved the experience that 
my family had with the brand as 
a service – I was blown away by 
it, quite frankly. The technicians 
that came by were more friendly 
and outgoing and thoughtful than 
any other home service brand I'd 
engaged with.  

There was something unique 
going on. When you're in the 
military, it's easy to rally your 
troops and say that they need to 
stay out for 20 hours because we 
have a mission that we can't lose. I 
wanted to know where I could find 
that in the private sector; what 
kind of mission or vision could I 
gravitate to?  

I'm one of 14 children and 
come from a large family, and 
in my leadership positions it's 
always been about family. I saw a 
connection of bringing health and 
happiness to families across the 
country with Mosquito Joe, and the 
idea of seeing dreams come true for 
entrepreneurs and business owners 
really energized me.  

All of those things added up to 
me realizing that this was a great 
opportunity that doesn't come 
around all that often, so I jumped 
at the chance. It's really about the 
people, what the brand does for 

communities and families, and the 
idea of creating an opportunity for 
entrepreneurs to make a better life 
for themselves. 

KM: Why do you think service 
franchises are perfect for  
veteran ownership? 

LS: Everybody has a home. You'll 
find in the military that you can be 
gone for a lot of time; who was back 
at home taking care of the house? 
Who can help your spouse and 
family out?  

There's a natural connection 
between how important is it to 
have a home where your family is 
comfortable, and the resources that 
exist to help that. It's a natural fit 
for veterans because they've kept 
a close eye on it for 20 years while 
they're away, so they now want to 
make it even better by becoming a 
franchise owner. 

KM: What skills do veterans 
pick up during their service that 
makes them adept  
franchise leaders? 

LS: I think it's a couple of  
things. It's about discipline and 
following processes. People 
generally join a franchise 
organization because they've  
never run a business on their own 
before, and they need a framework 
and the tools. Veterans and the 
military are all about processes  
and doing your due diligence.  

I also think the ability to 
overcome challenges, and having 
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“Veterans and the military 
are all about processes and 
doing your due diligence” 
resiliency, are qualities that I see a lot 
of my fellow military servicemen having. 
I think that's necessary in any small 
business, let alone franchising.  

It's not going to go as well as you 
expect it to every day, and how do you 
overcome that? How do you persevere 
through challenging times, and keep 
great days balanced? Providing that 
grounding context is something that 
most military folks can do; they've seen 
some great days, and some awful days. 
Those ups and downs are what the 
business owner experience is all about, 
so it's a natural fit. 

KM: What’s your go-to piece of advice 
for entrepreneurs – military veterans 
or otherwise – who are looking to get 
into the franchise industry for the first 
time in 2022? 

LS: Do your homework. Really collect 
as much information about as many 
business opportunities as you can. Think 
strategically; meaning, don't look for 
that quick win that's supposedly going 
to make you a millionaire in two years. 
Those are few and far between. 

Look for that business opportunity that 
has longevity and a proven track record, 
and as you navigate that, remember that 
you're going to be doing this day-to-day 
for perhaps the rest of your life. So find 
something that you love, and I think that 
will help to carry the day. 
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021 was a year that changed 
the world, with priorities 
changing and constantly 
shifting dynamics for business 

owners far and wide. Throughout it all, 
Helen Doron Educational Group (HDEG), 
the global leader in children’s education, 
never stopped growing, creating, and 
innovating with new programs and apps.  

BRAND-NEW MARKETS
One of the core milestones achieved by 
HDEG in 2021 was the launching of its 40th 
country: the United States. Partnering with 
Area Cooperative Educational Services 
(ACES) in Connecticut, the brand is now 
set to launch its first bilingual Helen Doron 
Academy in the U.S.  

“We are excited that we, at last, found 
the ideal partner in the United States, as we 
share the same goals, values and visions for 
the children of the world,” says Helen Doron, 
founder and CEO of HDEG. “The ACES’ 
stated mission is dedicated to enhancing 
and transforming lives through education, 
innovation, and leadership. Helen Doron 
Educational Group and ACES will work 
hand-in-hand to fulfill that mission, 
bringing excellence in education to as many 
children as possible.”  

“Helen has developed wonderful learning 
experiences for young children across the 
globe. We at ACES can’t wait to spread it 
in the United States,” said Tom Danehy, 
executive director, ACES.

The Helen Doron Academy serves 
children from six months through 

A global brand that 
transforms lemons 

into lemonade
Helen Doron Educational Group spent 2021 overcoming hurdles, 

leading to immersed technology in its education framework

2

babies, children, and teens – right in 
the comfort of their own homes via any 
Smart TV.  

Constantly evolving and improving, 
HDTV creates opportunities for viewers 
to visit the service by demand and 
consistently receive educational and 
enjoyable lessons and services.  

HDTV acts as a brand awareness 
tool, also, allowing HDEG’s various 
concepts to reach every household in 
the world for free, to gain the attention 
of potential parents of students. Helen 
Doron is a pioneer in this regard, with 
HDTV being the first app of its kind 
available to the public.  

“All of the exclusive and innovative 
course animations we developed for 
babies, children and teens are now 
available to everyone, allowing children 
everywhere to learn from the value-
laden stories full of exciting characters,” 
says Doron. “We are also featuring a 
variety of helpful and supportive videos 
to help parents who are interested in 
raising healthy, bilingual children.”  

“As with all of HDEG’s opportunities, 
the Helen Doron Academy is built on an 

appreciation for lifelong learning” 

BEHIND THE BRAND: PARTNER CONTENT

Helen Doron TV

elementary school, and students will benefit 
from a bilingual Spanish-English education 
as well as stimulating, enriching activities.  

As with all of HDEG’s opportunities, 
the Helen Doron Academy is built on an 
appreciation for lifelong learning, helping 
each child to achieve their full potential 
through a unique curriculum that has 
been crafted to bring children a fantastic, 
multisensory education.  

HELEN DORON IN  
EVERY HOME
As well as its international growth, 2021 
was a year of technological developments 
for HDEG. The first of these was the Helen 
Doron TV (HDTV) app, which provides 
pedagogic enrichment for parents, 
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was an excellent idea.  
As a result, 

TeenBuzz’s online 
community provides 
a safe, monitored 
environment for 
teens to speak with 
other members of 
the community, 
giving teens and their 
parents real value.  

At the same time, 
the established 
TeenBuzz 
radio station 
keeps students 
entertained with 

brand-new, all-English content including 
TeenBuzz Radio LIVE streaming.  

This online community is hosted on 
Discord, a rapidly growing and widely used 
platform by teens where members share and 
interact with one another. It’s yet another 
shining example of how Helen Doron’s 
network of franchisees and education 
professionals are helping  
students to learn about each other, and 
continue to improve their English skills.  
And as we move into 2022, it lays the 
groundwork for even further growth and 
development from this industry-leading 
educational brand.  

“Helen Doron Educational Group  
and ACES will work hand-in-hand 

to fulfil the mission of bringing 
excellence in education to as  
many children as possible”

CONNECTING THROUGH 
TECHNOLOGY
Launching January 2022, Helen Doron 
Connect is an invaluable example of HDEG’s 
commitment to technology, which takes 
the proven Helen Doron methodology and 
presents it online, to as many students as 
possible. A separate business built on the 
Helen Doron IP, Helen Doron Connect is 
utilized by the group’s master franchisees 
and franchisees to increase their revenue as 
affilitates, by sending student referrals.

Helen Doron Connect includes teaching 
objectives and achieves them through 
interactive games, as well as movement  
and songs to maximize children’s natural  
love of learning and ability to easily  
absorb languages.  

Online lessons taught through Helen 
Doron Connect are comprised of small 
groups of students – between four to six at 
a time – from around the world; allowing 
for plenty of practice in speaking English 
and opening students’ eyes to different 
countries and cultures.   

CREATING A BUZZ  
IN EDUCATION
Last but certainly not least, HDEG used 2021 
as an opportunity to enhance its service 
offering to teenagers with the launch of its 
TeenBuzz Radio Community. This came 
about after many of the franchise’s teen 
students requested a platform where they 
could communicate and interact with each 
other online – something that HDEG agreed 

At a Glance
Helen Doron 
Educational Group

Year established: 1985 

Number of franchised outlets: Over 1,100 

Locations of units: Albania, Austria, Bosnia and 
Herzegovina, Bulgaria, Chile, China, Croatia, Cyprus, 
Czech Republic, Ecuador, Estonia, France, Germany, 
Hungary, Israel, Italy, Kazakhstan, Lichtenstein, 
Lithuania, Macedonia, Mexico, Montenegro, Panama, 
Peru, Poland, Portugal, Romania, Russia, San Marino, 
Serbia, Slovakia, Slovenia, South Korea, Spain, 
Switzerland, Thailand, Turkey, Ukraine, U.S., Vietnam 

Investment range: €100,000 - €300,000

Minimum required capital: €200,000 

Contact: info@helendorongroup.com 

helendorongroup.com 

Helen Doron Connect homepage

TeenBuzz Radio Community on Discord

Helen Doron signing with Tom Danehy, 

ACES executive director

Is the master franchise license in 
your target country already taken? 
Regions often have multiple master 
franchisees, so get in touch to check if 
yours is available!







INSIGHT

Financing 101 for multi- 
unit franchisees
How to land a conventional loan in multi-unit franchise expansion 

hile an estimated 32,000 
franchised locations 
closed their business 
in 2020, many resilient 

franchise owners weathered the 
storm and found opportunities to 
innovate and expand their operations.  

Simultaneously, it is reported 
that two-thirds of wealthy business 
owners plan to sell or retire sooner 
due to the pandemic. These owners 
are either ready to take on the next 
phase of their lives, inspired by 
lockdowns, or seizing opportunities, 
with motivated buyers to leave 
their business on a high-note after 
surviving the pandemic.  

With low-market value leases 
and interest rates alongside 
a larger number of motivated 
sellers, acquisitions have become a 
lucrative opportunity for existing 
franchise owners to expand  
their footprint. 

For those who are interested in 
multi-unit expansion and acquisition, 
the next step in the process is to 
consider financing. Financing, or 
even refinancing of an existing loan, 
can seem like a daunting task when 
putting your businesses’ future on the 
line but it is remedied with knowledge 
and understanding of the  
loan marketplace.  

Drawing on my years in the world 
of franchise financing, I will walk you 
through the benefits to a conventional 
loan and steps to consider in 
financing when expanding your multi-
unit network. 

Conventional loans vs. 
SBA loans
Many small business owners and 
franchisees get started with the help 
of Small Business Administration 
(SBA) loans because they lack 
the track record and financial 
wherewithal to secure a  
conventional loan.  

SBA loans provide more relaxed 

requirements for approval and 
usually have a lower down payment 
while also offering longer repayment 
terms. They do, however, include a 
collateral requirement which often 
means pledging your home. For these 
reasons, many businesses eventually 
look to graduate to conventional 
loans as their operational track 
record grows.  

Conventional loans are not backed 
by the government like SBA loans are, 
so the bank assumes 100 per cent 
of the risk if the borrower defaults. 
Because of this, most conventional 
loans require you to have a good 
credit score, strong financials, and 
have an established track record as a 
business owner. Therefore, multi-unit 
owners are usually the investors who 
are seeking, and qualified to receive, 
conventional loans. 

For instance, three years ago, 
Rakesh Kalotra and Rajesh Singh 
secured an SBA loan through 
my company’s platform, BoeFly, 
to acquire their first Checkers 
restaurant. Following the success of 
their first units, the duo was ready to 
expand their operations and sought 
the help of BoeFly once again to be 
matched with a conventional lender 
who refinanced their existing debt 
and provided financing for a  
new restaurant.

W
THE AUTHOR
Mike Rozman is the 
CEO and co-founder 
of BoeFly, the premier 
marketplace for 
franchise growth 
solutions

“Shop 
around the 
marketplace 
just as you 
would with 
a new pair of 
jeans from an online 
clothing store”

Benefits of a 
conventional 
loan relationship
For a multi-unit operator, there are 
many benefits to consider when 
switching to a conventional. As a 
business owner, your continued 
ability to repay conventional loans 
establishes your reputation as a 
credit-worthy enterprise, enabling 
you to borrow more with preferred 
terms when you need it. Owners can 
use conventional loans to cover 
their new development 
expenses, 
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purchase equipment or as  
working capital. 

Unlike SBA loans, conventional 
loans have a faster approval time 
and less paperwork, which can be 
crucial when on a time-crunch to 
secure a deal. Again, BoeFly assisted 
entrepreneur Eric Danver, Hand 
& Stone Massage and Facial Spa’s 
largest multi-unit franchisee with 19 
units, in acquiring five more locations 
through a conventional loan.  

Due to Danver’s existing reputation 
as a successful multi-unit owner, 
it was easier for him to secure a 
conventional loan in a timely fashion 
in order to expand his business in a 
competitive marketplace. 

Overall, a conventional loan can 
offer more attractive terms. As 
mentioned previously, an SBA loan 
requires collateral typically in the 
form of a lien on the borrower’s 
house, while conventional bank 
loans do not. Additionally, multi-unit 
owners who may have reached the 
$5m SBA limit could be eligible to 

consolidate debt and refinance their 
loans at a lower percentage rate with 
a commercial bank.  

Choosing the  
right lender
With conventional loans, lenders are 
taking on more liability and therefore 
have to thoroughly vet potential 
candidates to make sure they are 
a good loan risk. Lenders will need 
accurate and current data about a 
prospect’s liquidity, net worth, credit, 
and track record of performance. 
Franchise owners with their 
information organized and ready to 
access will find it easier to go through 
the process of securing a loan.  

Beyond creating a streamlined 
process, understanding a lender’s 
criteria will save time in the end. For 
example, franchise business owners 
find that certain lenders will only lend 
if there are at least 250 locations in 
the system.  

Lack of understanding can lead to 
frustration and a lengthier process. 
In general, borrowers should be 

prepared with realistic 

expectations and take set-backs into 
consideration when creating their  
lending timeline. 

Just as important as it is for the lender 
to verify a candidate, it is also vital for a 
candidate to ensure they are partnered with 
a trusted lender. Before agreeing to work with 
any lender, go to your Secretary of State’s 
website or the Better Business Bureau and 
look for complaints or actions against them.  

Of course, having access to a wide range 
of reputable banks and lenders helps 
tremendously. Shop out your options of 
lenders and you could potentially save money 
on your overall interest rate, find more 
competitive terms, and avoid putting all your 
eggs in one basket should a deal fall through. 

Know before you go
If you have gotten this far in your growth 
process and are considering financing for 
expansion, you have an understanding for 
your business potential and vertical market.  

On the other hand, financing may seem 
like an entirely new beast to conquer and 
understand. There are plenty of online 
platforms and FinTech options that create  
an easy to digest system in the loan 
application process.  

Lean into technology as a way to vet 
lenders, organize your documents, and shop 
around the marketplace just as you would 

with a new pair of jeans from an online 
clothing store. In today’s day, we 

have all the information we 
need and expert advice at 

the simple click  
of a button. 
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FEATURE

How and why to take your 
franchise public
Entering the stock market is a sign that a company has reached a certain 
maturation period, but what are the benefits of doing so? 

odern generations 
have been thoroughly 
exposed to companies 
going public all over the 

world. The most successful start-ups 
from the likes of Tesla to Facebook 
have gone public in the last decade 
and while those companies were 
already on a stratospheric trajectory, 
they seem to have significantly 
increased these companies’ capacity 
and likely brought targets forward.  

‘Going public’ comes in the form 
of an initial public offering (IPO), 
whereby the company operations 
and ledgers have been forensically 
audited, and the company can be 
owned by as many investors as the 
number of shares issued.   

An investor purchases a share for 
a certain amount, for which  
the investor has the right to a small 
share of profits in the  
form of dividends, if the company 
made sufficient profit. 
The money paid for 
a share goes to the 
company during 
the IPO, which the 
company often uses 
for rapid scaling up.  

While some 
franchisors 

have seen it as the way forward, most 
haven’t. Most franchises remain 
privately owned, many by private 
equity firms and larger franchisor 
groups after being acquired.  

Franchises are unique business 
models, and are a world apart from 
most on any exchange. Franchises 
tend to push the risk of running 
the business onto franchisees, 
making them more stable 
and attractive 
investment 
propositions 
once the 

M
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brand and its processes have grown 
and crystalized sufficiently. 

Why go public, and what 
are the advantages? 
Going public opens a company up 
in all ways imaginable. For most 
of a company’s life, accounting 
figures remained largely private and 
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outsiders had no right to peruse a 
firm’s books. That all changes during 
the process of going public, and while 
a company is public.  

“When you go public, you want 
to be in a position where your 
company’s about to see an explosive 
growth,” said James McInnes, CEO of 
OddBurger.  

There are numerous reasons to 
go public, but it mainly boils down to 
one: capital. 

Attracting investment 
Share-holders own a company. 
When a company launches its IPO, it 
assigns a certain number of shares, 
of which the company will sell a 
certain amount to the market. Before 
the IPO, all those shares are owned 
by the broker/investment bank and 
the company will receive the money 
paid to buy each share, minus the 
broker/bank’s fee. The vegan fast 
food burger brand, OddBurger, went 
public on the OTC, a New York-based 
financial market.  

“I think the biggest 
benefit is access 
to capital. The 
biggest challenge 
for franchisors is, 
whenever you’re a 
growing company, 
how do you access 
capital? The great 
thing about the 
capital markets is that 
it gives the everyday 
investor the ability  
to support  
your business,”  

said McInnes.  

“I think you’ve got a lot of people 
investing, because they believe in the 
vision of the company, and where it’s 
going to go in the future. I think it’s 
actually a more long-term strategy.”  

After a company has sold off a 
number of shares, it can now spend 
the money received. For a franchise, 
this can involve the acquisition of a 
new competitor brand, or the buy-
back of franchisee locations. 

Strengthen brand reputation 
and awareness 
Listing on a public exchange forces 
companies to disclose more financial 
information and future plans than 
when private. If this information is 
stable, consistent and plans followed 
through, it immensely increases a 
company’s reputation. It proves that 
the company’s model is working and 
that the company can be a safe, long-
term investment.   

“We believe that we’re the leader 
in the plant-based vegan fast-food 
sector. I think making that kind 
of statement that we’re the first 
publicly traded vegan fast-food 
chain, I think that was part of 
our motivation because it shows 
leadership,” said McInnes.  

Companies listed with major 
exchanges like the FTSE 250 or 
indexes like Dow Jones are either 
household names or ubiquitous in 
the wider business world.   

Competitive advantages 
A brand immediately benefits 
from the awareness and perceived 
competency gained from listing on 
a public exchange, but companies 
often use the capital raised to 
increase their advantages. For a 

franchise, this can often come in 
the form of brand acquisitions 
and scaling up efforts. Though, 
companies can often find 
unexpected benefits to  
going public.  

“It’s actually had a real 
estate effect that we didn’t 
expect, where franchisees 
are going to get real estate. 
The landlords are happy that 
the franchisees are backed 

by a public company,” said Anthony 
Geisler, CEO of Xponential Fitness, 
which went public on the New York 
Stock Exchange (NYSE) in July.  

A franchisor can also deepen its 
hold on a market or enter a new one 
by acquiring a rising or established 
brand, and the capital that comes 
from an IPO often makes it a reality. 

Motivate management  
and staff 
When a company goes public, senior 
executives are often given incentives 
to increase performance. These 
incentives normally come in the form 
of equity, giving senior executives 
a small piece of the company for 
reaching certain targets.   

“If you are a public company, 
you’re attracting high-level talent, 
and they may be getting equity  
as a part of their compensation,”  
said Geisler.  

Employees also enjoy the prestige 
of working for a publicly-traded 
company, too.   

“It’s great for employee morale; 
everybody feels that they’re a 
part of something bigger and 
more well-known, whether that’s 
the franchisee, the franchisor 
or the employee. It has a lot of 
those benefits, and builds a lot of 
competitive, exciting energy,”  
said Geisler. 

How does a franchise  
go public? 
Before a company even 
contemplates going public, it 
should consider:  

• The size of market it’s selling to  
• Whether it has a unique/ 

product service with a  
competitive advantage  

• Strong financials; revenue, cash 
flow, future earnings  

• Experienced management team  
• Established track record  
• Whether the prospect for strong 

sales and growth is there.  

If a company falters on any of 
these criteria, it should likely halt 
the process and realize there are 

“When you go public, you want 
to be in a position where your 
company’s about to see an 
explosive growth” 
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no advantages to going public in the 
long term.  

Once a company has passed a 
stage of running internal checks, 
the company’s books must be made 
available for an audit, to confirm the 
veracity of its books. A knock-back 
here could mean the end of the IPO 
process. The stock exchange itself 
will review a company’s application 
and can either accept, reject or 
suggest amendments to allow the 
listing process to go ahead. This 
is often the lengthiest part of the 
process, especially if a company’s 
books are not in order.  

“I would say it [the IPO] has a big 
accounting, finance, audit and legal 
component. It definitely takes its 
toll on the team, but the process 
is robust and formulaic. You have 
to do step one, step two and step 
three, but it’s expensive and time-
consuming,” said Geisler.  

“But there’s a process to follow. 
You’re not trying to figure out how 
to go public, they spell it out for you, 
you have to do the work.”  

After the exchange has approved 
the application, a company must 
seek out an underwriter, normally 
in the form of an investment bank. 
It’s the job of the bank to make two 
key decisions: the number of shares 
that will be made available and at 
what price. The bank will also look 
to register prospective investors and 
generate some interest in the IPO by 
producing prospectuses that detail 
the stock’s expected price and when 
they will be listed.  

At this point, the shares will be 
listed on the stock exchange. Private, 
retail investors can finally purchase 
shares of a company on the primary 
market – there is no longer the 
need to go to the secondary 
market where shares  
are traded  
amongst investors. 

What now? 
Once it has gone public, a  
company has deepened obligations 
to its shareholders and to 
whichever regulatory body that 
oversees it. Financial statements 
will have to be more meticulously 
prepared, with the possibility  
of fines if any rules have  
been violated.  

“It’s not for every franchisor 
because, first of all, it takes a 
lot from the management team 
because you’re also running a 
public company,” said McInnes.  

Investor confidence will play a 
significant part in a company’s 
valuation, especially since 
the company’s public 
image will now 

have a direct effect on its value. 
Therefore, it’s essential  
that companies maintain 
confidence in their stocks 
to prevent any long-
term damage and 
support growth 
strategies. 

“It’s great 
for employee 
morale; 
everybody 
feels that 
they’re a part 
of something 
bigger and more 
well-known” 

RECENT ENTRANTS TO THE  
STOCK MARKET

Krispy Kreme: While the company is no stranger 
to public exchanges, the brand had to go private 
in 2005 after a division of the company went 
bankrupt. Krispy Kreme issued 29,400,000 shares 
which sold at an average price of $17.  

Xponential Fitness: The franchisor of boutique 
fitness brands was listed on the NYSE in July of 
this year. Xponential issued 10,000,000 shares 
which sold at an average price of $11.20.  

European Wax Center: The waxing franchisor 
began trading on the NASDAQ in August of this 
year. The brand issued 10,600,000 shares which 
sold at an average price of $17.  

F45 Training: The 45-minute fitness franchisor 
was listed on the New York Stock Exchange in July 
of this year. F45 issued 18,750,000 shares which 
sold at an average price of $16.  
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KM: What led you to 
partnering with M3Linked 
and becoming a member  
of the franchise’s Los  
Angeles community?    
JW: One of the reasons that I was 
interested in M3Linked Los Angeles is 
that as a retired athlete, you’re always 
looking for the next team. The thing that 
drew me to this was the ability to connect 
with likeminded people and build a team 
where you had teammates, a coach or 
mentor, and lots of resources.  

Throughout my career, I’ve always had 
a lawyer or business manager – I didn’t 
have the time to be totally involved. I 
felt like I hadn’t maximized my business 
potential. M3Linked was something that 
made me feel like I was on a team, with 
people I could collaborate with.  

KM: Following your 
successful career with 
the Lakers in the NBA, 
you’re now an analyst 
and commentator for 
Spectrum SportsNet; not 
dissimilar from how the 
best franchisors were 
previously business 
owners or employees. 
Do you think acquiring 
that sense of hands-on 
empathy is important?    
JW: Absolutely. Everybody wants 
to be successful and bask in their 
success and money, but you have to 
understand your role within a team 
and not try to stand alone. Everybody 
brings something to the table. 

If you’re the most talented person at 
a company then you’ll likely get a nice 
salary or more perks, but it’s also your 
job to look around and bring those 
up that may not be as successful, or 
maybe those who haven’t reached 
their potential.  

You’re supposed to be a team; you 
don’t need five Michael Jordans on 
one team. You don’t need five Lebrons 
– imagine how many basketballs 
you’d need! 

You need a passer; somebody who 
understands exactly where the ball 
needs to go in order to make a big 
bucket – or a great deal. If you’re an 

accountant, for example, you need 
to put the numbers together so that 
you can usher that to the front office, 
and together, make the best deal for 
your company.  

It’s all about what your role is in 
the team. The main goal of everything 
is winning the championship, or 
being the number one company. Your 
number one goal is to maximize every 
inch of talent out of the company that 
you have.  

You can surround yourself with 
talented people, but they may not 
always have the cohesiveness and 
togetherness that makes the best 
teams work.  

KM: Beyond empathy, 
what do you see as 
an important skill in 
today’s leaders?  
JW: Knowing the content within your 
team. You can’t get water out of a 
rock, so don’t even try; you have to 
know the personalities on your team 
and know how to communicate with 
each and every person. Some may be 
a little different.  

I played for some great coaches; 
in college, it was coach Dean Smith, 
who was at one time one of the best 
coaches in college basketball. He 
had a philosophy that everyone was 
the same; whether you were Michael 
Jordan, James Worthy, or the towel 
boy. Everybody had a voice and 
something to contribute.  

Pat Riley was a little bit different. 
He understood personalities and 
knew how to push people to the edge, 
and he also knew when to pull back. 
You have to be a good listener and be 
able to have good rapport, and blunt 
communication. You have to develop 
a good atmosphere in the workplace, 
where your ears are open to listen, 
and you’re able to command.  

NBA All-Star James Worthy talks about his recent partnership 
with business collaboration franchise M3Linked, and the key 

tenets of being a powerful leader

LEADERSHIP LESSONS 
LEARNED FROM THE NBA

INTERVIEW BY KIER AN MCLOONE

“You’re supposed 
to be a team; you 

don’t need five 
Michael Jordans 

on one team”
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KM: As well as your 
basketball and 
commentator career, 
you’re also the 
founder of the James 
Worthy Foundation. 
Do you think giving 
back is something 
that everybody in a 
leadership position 
should strive for?  
JW: Absolutely. We started the 
James Worthy Foundation in my 
home state of North Carolina, and 
we’re currently revitalizing it – 
you’ll see updates on this  

moving forward.  
The purpose of the James Worthy 

Foundation is that I’ve always 
believed that with a successful 
business, once you’ve got a 
platform and people are listening 
to you, you need to give back. I 
have a lot of people in my life that 
have contributed to my success: 
school teachers, and people in my 
community, for example.  

I was one of those struggling kids 
and if it wasn’t for certain entities, 
then I wouldn’t have made it. The 
reason you are given success is so 
that you can reach back and give to 
somebody who needs it.  

By doing that with the James 
Worthy Foundation, we’ve been 
able to help a lot of veterans 
who were being reoriented back 
into the community. I currently 
give scholarships in my mother’s 
name; my mom was always a 
big community person. I’ve 
essentially copied what a lot of 
great companies do, but on a 
smaller scale.  

KM: What would be 
your go-to piece of 
advice for business 
leaders in 2022?  
JW: Recognize that change happens. 
You may have a product or concept 
that you feel works, but understand 
that things change around you and 
you may need to take a timeout. 
Taking a timeout is a good thing to 
do, to take a survey of where you 
are. Understand how things change 
around you, and whether you need to 
deviate, revamp, or reboot to keep up 
with your mission. 

THE GLOBAL 
FRANCHISE PODCAST 
This interview was taken from 
a recent episode of the Global 
Franchise Podcast – to hear 
the full conversation and more 
insights from franchise leaders, 
visit global-franchise.com/
podcast.  

“The reason 
you are given 

success is so that 
you can reach 

back and give to 
somebody who 

needs it”
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This year has been one of franchising’s biggest yet, with 
brands managing to recover from lockdowns and come back 

swinging in a major way. Join us as we celebrate 20 of the 
most instrumental leaders in franchising, who have taken 

their international networks from strength to strength



s the parent company for 
both Carl’s Jr. and Hardees’, 
CKE Restaurants has had a 
year filled with growth and 
development. It began 2021 

by announcing the opening of its 300th 
location in Mexico; marking 30 years 

since the brand entered the country for 
the first time.  

In May, CKE hit yet another milestone 
with the opening of its 1,000th site, 
followed by the announcement that 
it planned to double its international 
footprint within five years. And if that 
wasn’t enough, Carl’s Jr. also signed an 
Australian franchise agreement in July, 
as well as unveiling plans to develop 
throughout the U.K. off the back of its 
existing European success.  
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Rob Price
CEO, SCHOOL OF ROCK 

Laura Rea Dickey
CEO, DICKEY’S BARBECUE PIT

“Dickey’s Barbecue 
Pit has used the post-
pandemic period 
of transition to 
become something 
of a frontrunner in 
the digital food and 
beverage scene”

chool of Rock has 
had something of a 
bumper year when it 
comes to international 

development, with the musical 
education franchise opening 
in not one, nor two, but three 
overseas markets: Taiwan, South 
Africa, and Spain –  
with the latter being the 
franchise’s first location  
on the European continent.  

The U.S. brand also celebrated 
the opening of its 300th school, 
and saw a boom in student figures, 

rising from 22,000 to 46,000. It 
also broadened its curriculum to 
include a greater range of diversity, 
including Black and female artists 
as part of its established repertoire 
of iconic musicians.  

The growth of School of 
Rock has been off the back of a 
tumultuous year for education 
across the board, showcasing the 
true resilience of this finely-
tuned franchise. 

ickey’s Barbecue Pit has used the post-pandemic period of 
transition to become something of a frontrunner in the digital 
food and beverage scene, with the brand signing deals with 
the likes of Combo Kitchen to double-down on ghost kitchen 

expansion across the U.S.  
Internationally, Laura Rea Dickey’s team have also been working to 

spread the Dickey’s name far and wide. The barbecue operator launched 
in Singapore, Japan, and Sao Paulo during 2021, and announced plans to 
expand its presence in largely untapped markets such as India and Africa.  

At the core of this is a mentality of responsible, considerate expansion 
– something Laura told us about on the Global Franchise Podcast when she 
joined us earlier this year: “In an international market, we look at it as us 
being a guest,” she said. “It’s our responsibility to be conscientious and 
make sure that we make it a good place for the brand internationally.”  

S

D

Ned Lyerly
CEO, CKE RESTAURANTS 

A



erman Doner Kebab took a 
big step into the international 
franchising sphere this 
year, when it opened its 

very first U.S. location at the American 
Dream Mall in New Jersey. The brand also 
strengthened its Canadian presence and 

announced plans to open upward of 100 
locations in Canada over the next decade.  

Elsewhere in the world, GDK also 
opened its first Saudi Arabian site in 
November, as part of a master franchising 
partnership in the region. Similar to its 
plans for Canada, this Middle Eastern 
agreement comprises 100 locations over 
the next five years. To facilitate such 
considerable growth, Imran Sayeed added 
to the international GDK team, with 
industry veterans Mike Brouwers and 
Georgina Cavendish coming on board.  

FEATURE

Imran Sayeed
CEO, GERMAN DONER KEBAB

Anthony Geisler
CEO, XPONENTIAL FITNESS

t’s been a big 
year for Anthony 
Geisler’s 
fitness-focused 

parent company, Xponential 
Fitness. Not only did one of 
the group’s leading concepts, 
Club Pilates, sign master 
franchise agreements to 
bring 50 units to both Spain 
and Australia; the brand also 

focused on domestic growth, 
signing its largest-ever 
multi-unit deal to expand 
throughout the Dallas and 
Central Florida markets.  

Club Pilates wasn’t 
the only name under the 
Xponential banner to see 
considerable international 
expansion in 2021, however. 
Rumble, a recently-acquired 

boxing franchise, also signed 
an Australian deal to bring 
100 clubs to the country. 
And on the tech side of 
things, Xponential Fitness 
launched its GO platform, to 
enhance at-home workouts 
for its customers. It’s this 
understanding of timely 
fitness trends that has kept 
the parent company on top.

G

I
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Catherine Monson
PRESIDENT AND CEO, PROPELLED BRANDS

atherine Monson has been 
a franchising mainstay for 
years, and became the CEO of 
FASTSIGNS International, Inc. 

back in 2009. This year, she spearheaded the 
creation of Propelled Brands, following the 
acquisition of tech repair concept NerdsToGo 
by FASTSIGNS in 2020.  

The creation of Propelled Brands facilitated 
the acquisition of more franchise brands 
outside of the FASTSIGNS remit, including 

Suite Management Franchising, LLC., which 
was acquired this June.  

In a commitment to make the franchise 
space as inclusive as possible, FASTSIGNS 
also created a diversity and inclusion 
committee this year, which consists of eight 
franchise leaders from within the brand.  

Monson oversaw all of this activity 
while also continuing her role as chair of 
the International Franchise Association; a 
position she initially entered in 2020.  

C

Tom Gordon
CO-FOUNDER AND CEO, SLIM CHICKENS

om Gordon’s Slim Chickens 
has seen immense growth both 
domestically and internationally 
this year. Back in July, the 

brand announced that it had already signed 
254 multi-unit agreements in 2021 – with 
expansion continuing from there.  

Domestically, the ‘better-chicken’ brand 

made its Georgia debut toward the end 
of 2021, and has big plans to grow in Iowa 
throughout next year. And alongside its 
success in the States, Slim Chickens has also 
been growing its U.K. presence in 2021 after 
launching in the country just a few years 
ago; opening sites in both Bournemouth and 
Birmingham in August.  

T



he ‘Flavor of New York’ has been 
expanding beyond its NYC roots 
in 2021, with Nathan’s Famous 
recently signing a partnership 

with French brand Tommy’s Diner to begin 
serving the Nathan’s menu in its Europe-
based, American-themed diners.  

Similar to its frontrunning QSR peers, 

Nathan’s Famous also prioritized virtual 
locations and delivery this year. In fact, 
in July, the brand announced that it had 
managed to double the number of locations 
it operates due to its adoption of the ghost 
kitchen model. This format allowed Nathan’s 
to develop its two brand-new concepts: 
Wings of New York, and Arthur Treacher.  

Continuing the virtual trend, Nathan’s also 
signed a deal in October with Branded Virtual 
Kitchens Canada, Ltd., to offer Canadian 
entrepreneurs the opportunity to serve the 
Nathan’s menu without any investment from 
the franchisor.  

ome services franchisor 
Neighborly has been on a tear 
in 2021, and has well and truly 
lived up to Mike Bidwell’s 

goal set out back in 2019 on the Global 
Franchise Podcast: to become “the Amazon 
of the home and property services sector.”  

This year, Neighborly acquired 
both Precision Door Service as well as 
London-based plumbing brand, Pimlico 
Plumbers. The parent company was 
also acquired itself by KKR, a global 
investment firm that has allowed 
Neighborly to accelerate its growth and 
development to unprecedented levels. In 
fact, as of 2021, the brand comprises 29 
brands with more than 4,800 franchises. 
In total, its network serves upward of 
10 million customers in nine countries 
around the world.  
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Mike Bidwell
PRESIDENT AND CEO, NEIGHBORLY 

Eric Gatoff
CEO, NATHAN’S FAMOUS

H

T

Philip White
PRESIDENT AND CEO, SOTHEBY’S INTERNATIONAL REALTY

ollowing a 
year of record 
sales volume in 
2020 ($114bn), 

Sotheby’s International Realty 
has continued its momentum 
this year with a number of 
international deals to take the 
realtor franchisor’s name even 

further afield.  
Conversion deals have seen 

new Sotheby’s International 
Realty sites open or schedule 
to open in Jamaica, Oman, 
South Korea, Bulgaria, and 
Spain. Notably, its growth 
into Bulgaria marked the 
brand’s 200th affiliated  

office in the EMEIA region, 
and in total, Sotheby’s 
International Realty now 
operates over 1,000 offices in 
77 countries and territories 
worldwide. When it comes  
to international franchising, 
it rarely gets more global 
than that. 

F

Betsy Hamm
CEO, DUCK DONUTS 

etsy Hamm was 
previously COO 
of Duck Donuts, 
but transitioned 

into the CEO role this 
year following the brand’s 
acquisition by NewSpring 
Capital, a Philadelphia-

based private equity firm. 
Alongside this new role came 
a real push for international 
development, with Duck 
Donuts announcing growth 
into both Saudi Arabia  
and Egypt.  

Domestically, Duck Donuts 

also hit a notable milestone 
back in February with the 
opening of its 100th location. 
It may have a relatively 
modest footprint now, but 
this donut franchisor is 
shaping up to be a true 
international competitor.  

B



EC Entertainment, the parent 
company of Chuck E. Cheese 
and Peter Piper Pizza, has 
really pushed for international 

growth this year. Childrens entertainment 
concept Chuck E. Cheese already operated 
beyond its U.S. roots, but in 2021 it stamped 

its mark on the European continent with 
the brand’s first franchise signing in Europe 
via Romania. This was alongside additional 
overseas development, such as a flagship 
site opening in Bahrain; a further step into 
the G.C.C. region.  

David McKillips himself became CEO of 
Chuck E. Cheese shortly before the global 
pandemic, but managed to navigate the 
brand through that tricky period while also 
working through a Chapter 11 bankruptcy 
filing. Needless to say, the Chuck E. Cheese of 
the future is going to be an evolution of what 
consumers have come to know.  

he Focus Brands International 
portfolio has seen something 
of modernization this year, in 
line with the biggest trends and 
updates within the QSR industry. 

Schlotzky’s, for example, announced a new 
tech-driven store prototype, while Moe’s 
Southwest Grill has been on a journey to 
modernize many of its locations; including 
those in the Greater Atlanta area.  

But the group’s efforts to make its 
restaurants as accessible and consumer-
friendly as possible don’t just stop in the 
States. In Egypt, Focus Brands International 
opened its first Middle Eastern drive-thru 
location, with Cinnabon launching the new 
model as part of Egypt’s first-ever drive-
thru mall.  

It makes sense that the group would 
be so ahead of the curve when it comes to 
consumer QSR trends, as when Beto Guajardo 
joined us on the Global Franchise Podcast 
this year, he was particularly candid about 
the problems that the industry is facing in 
this post-pandemic landscape – and how his 
organization is striving to fill in the gaps.  

T
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Beto Guajardo
PRESIDENT, FOCUS BRANDS 
INTERNATIONAL 

David McKillips
CEO, CEC ENTERTAINMENT

Todd A. Penegor
PRESIDENT AND CEO, WENDY’S

endy’s made a 
considerable 
push to 
penetrate the 

European market this year, 
with the iconic U.S. burger 
brand launching its first U.K. 
location in Reading, just 
outside of London.  

On its network-wide 
development, the brand also 

announced that it would be 
pursuing non-traditional 
locations moving forward. 
This is in line with other 
moves we’ve seen in the 
QSR industry, as consumers 
eschew the traditional dine-
in experience in favor of 
more customizable  
food experiences.  

In fact, 30 per cent of all 

future Wendy’s sites were 
announced to follow this 
new direction. This came 
after the company took a 
step back and recognized 
that in major U.S. cities, one 
Wendy’s location catered 
to 135,000 people. With a 
push for non-traditional, 
the brand can reach more 
customers than ever.  

C

W

Kuba Jewgieniew
FOUNDER AND CEO, REALTY ONE GROUP 

Kuba Jewgieniew founded 
Realty ONE Group back 
in 2005, and created the 
business with a 100 per cent 
commission model – making 
real estate professionals the 
core of everything that the 
business does. This aligned 

with Kuba’s goal when 
founding the organization, 
to act as “the catalyst for 
change in the real  
estate industry”.  

It seems that change has 
caught on, because just 
this year, Realty ONE Group 

expanded its footprint 
into entirely new markets, 
including Singapore, Spain, 
and Costa Rica. In total, 
the brand now boasts more 
than 17,000 real estate 
professionals across 400-
plus offices. 

Source: Realty ONE Group



Sami Siddiqui
PRESIDENT, POPEYES LOUISIANA KITCHEN

he Avocado Show was founded 
in 2017, and was based off a 
desire to create aesthetically 
pleasing plates of food that 

were tasty and also sustainable; especially 
considering the impact that avocado 

farming can have on the environment. After 
a successful launch in Amsterdam, the 
brand announced it would develop to other 
key cities throughout Europe.

This year, the avocado-centric concept 
delivered on that promise with a launch 
in Madrid in February, and an opening in 
London in September. Its founders Julien 
Zaal and Ron Simpson have big plans 
to increase the brand’s footprint in key 
European cities, with an announcement last 
September that it had signed 19 sites across 
the continent.  

nitially co-founded by Eloi 
Gómez in Spain, laundry 
franchise Mr Jeff has since 
grown into an international 

family of brands under the Jeff banner, 

with more than 2,000 locations around 
the world.  

This year in particular, Mr Jeff 
launched its American footprint, 
building off the back of its strong 
international development experience. 
And after the initial launch in Queens, 
New York, industry veteran Peter Stern 
was appointed managing director for 
the U.S., to ensure continued growth in 
this key market.
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Eloi Gómez
CEO, JEFF

Julien Zaal
CO-FOUNDER AND CEO, THE 
AVOCADO SHOW

I

T

Michael Browning
FOUNDER AND CEO, UNLEASHED BRANDS

his year has been one marked by 
multiple franchise acquisitions 
and mergers. One of the best 
examples of this is Unleashed 

Brands: the parent company of Urban Air 
Adventure Park, Snapology, and Little Gym, 
which was founded by Michael Browning 
in July. With a goal to help kids “Learn. 
Play. Grow.”, Unleashed Brands is looking 
to aggregate the “highly fragmented $30bn 

industry” of children’s enrichment.  
The latest development to come from 

Unleashed Brands is the appointment of 
Nancy Bigley as president and CEO of Little 
Gym; bringing with her years of franchise 
development knowledge and experience. 
After building firm foundations this year, 
we could see a lot more from Michael’s 
Unleashed Brands in 2022.  

T

espite being a recognizably 
American QSR brand, Popeyes 
has been on an international tear 
this year. In March, the brand 

signed a multi-country agreement with plans 
to develop in India, Bangladesh, Nepal, and 
Bhutan. A month later, Popeyes signed another 
deal with Gulf First Fast Food Company to begin 
opening in Saudi Arabia, and in September, it 

was announced that the U.K. would get its first 
Popeyes before the end of 2021 at Westfield 
Stratford City, in London.  

On the consumer side of things, Popeyes also 
partnered with rapper Megan Thee Stallion this 
year to release a new sauce and co-branded 
merchandise. The partnership also included a 
six-figure donation to Houston Random Acts of 
Kindness, a Houston-based charity.  

D

Source: Realty ONE Group



58        GLOBAL FRANCHISE  |  ISSUE 6.6

BEHIND THE BRAND: PARTNER CONTENT

oday, Havaianas is a global 
lifestyle brand, and its 
products can be found in 
thousands of points of sale 

around the world. But this international 
acclaim hasn’t caused the concept to 
lose its Brazilian roots; with the original 
Havaianas footwear dating back to 1962.  

FROM HUMBLE ORIGINS TO 
GLOBAL PRESTIGE
Havaianas is credited with creating the 
original rubber flip flop, having filed a 
patent for this now ubiquitous design 
back in 1966. At that time, the brand 
primarily sold a white-soled flip flop with 
a colored strap; a design that is just as 
recognizable today as it was over five-
and-a-half decades ago.  

In the 1990s, Havaianas started 
noticing a trend that would become 
instrumental in the future of its design 
direction. Brazilian beach-goers were 
turning their white soles downward and 
reversing the straps of their Havaianas 
flip flops, thus creating a colorful shoe 
that was as striking as it was comfortable. 
As such, the Havaianas Top was born – a 
range that now features 20 different 
colors, worn by millions of customers 
around the world.  

It’s this sense of community and 
innovation that has driven the brand over 
its many years of success, and is what 
Havaianas is looking for in franchise 
partners that will further expand its 
portfolio into exciting new  
markets worldwide.  

Build your own 
lifestyle-driven  
retail franchise

Havaianas has been delighting customers with its colorful  
array of flip flops for 60 years

T
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H AVA I A N A S

MORE THAN FLIP FLOPS   
The Havaianas name is closely associated 
with premium, comfortable footwear, but 
the brand has branched out over the years 
to include an entire portfolio of beloved 
retail products, that its customers wear in 
a variety of settings.  

Throughout the 2000s, for example, 
Havaianas launched a variety of new 
shoes and accessories, and in 2014, the 
brand stepped into a new world with 
the launch of its casual clothing line. All 
throughout this period, Havaianas worked 
with artists, designers, and other beloved 
fashion brands on a whole host of exciting 
collaborations that opened up Havaianas 
to an entirely new audience. 

But through all of this evolution and 
growth, its core product – the iconic 
rubber flip flop – has endured. In fact, 94 
per cent of Brazilians either own, or have 
owned a pair of Havaianas themselves. 

This is because the Havaianas name 
is open, democratic, and 100 per cent 
welcoming. Everybody wears it, and there’s 
a lot of room for improvisation.

“It’s this sense of community and innovation 
that has driven the brand over its many years 
of success, and is what Havaianas is looking 
for in franchise partners that will further 
expand its portfolio into exciting new 
markets worldwide” 

A LIFESTYLE BRAND
Havaianas is known for its eclectic mix of 
eye-catching retail products, but the brand 
itself is interested in much more than 
offering just a storefront. It’s looking to 
become a lifestyle brand; a mainstay in 
its customers’ lives that encompasses 
everything that they look for in their 
clothing and accessories.  
    As such, the business is built on six 
fundamental beliefs: 
• Energy: All products exude joy, color, 
and freedom
• Design: Havaianas is an intelligent 
combination of form and function 
• Style: Products that can serve as a basis 
to express individual style
• Comfort: Products that are pleasant to 
wear and generate a sense of wellbeing
• Value: All Havaianas products last a 
long time, and represent excellent value 
for money
• Universality: The brand is for all, and 
as inclusive as can be. 



60        GLOBAL FRANCHISE  |  ISSUE 6.6

H AVA I A N A SBEHIND THE BRAND: PARTNER CONTENT

“From the beaches of Brazil to the 
bustling city life of London or Paris, 
Havaianas is perfectly suited for a wide 
variety of retail spaces”

At a Glance
Havaianas

Established: 1962 

Number of franchised outlets: 150 (EMEIA), 870 
(International)  

Location of units: U.K., France, Italy, Spain, 
Portugal, Greece, Bulgaria, Balkans, Morocco, 
Algeria, Israel, U.A.E., Nigeria, Ivory Coast, South 
Africa, Angola, Mozambique, India 

Investment range: €>70,000 

Minimum required capital: €100,000 

Contact: franchise.emeia@alpargatas.com 

havaianas-store.com 

Naturally, Havaianas is looking for 
franchise partners that embody these 
six beliefs, and can adeptly represent the 
brand within their respective market. 

JOIN AN  
INTERNATIONAL LEGACY
From the beaches of Brazil to the bustling 
city life of London or Paris, Havaianas 
is perfectly suited for a wide variety of 
retail spaces. In the U.K., for example, 
Havaianas kiosks can be found in airports 
and shopping centers, as well as stand-
alone retail units that attract customers 
with colorful designs and reliable quality.  

Much like the consumer-driven origins 
of many of Havaianas’ iconic products, its 
franchise opportunity is led by the passion 
and ambition of a franchisee. Havaianas 
flip flops, sunglasses, and accessories are 
proven to appeal to customers all over the 
globe, so no matter what kind of investment 
a franchisee makes, they can rest assured 
that their respective locations are built on a 
legacy lasting more than 50 years.

SUSTAINABILITY AT  
THE FOREFRONT
Today’s consumers are looking for an 
organization that meets their eco-friendly 
needs, as well as one that provides a 
premium service or product alongside 
saving the planet.  

Havaianas is working toward a 
sustainable future for the brand, and 
has worked with NGOs such as the Ipê 
Institute and Conservation International 
for over 10 years; organizations that 
work on preserving the oceans and 
environment. 

It’s incorporating this sense of 
sustainability into its current programs, 
too, such as the 2021 ‘Takeback Scheme’, 
which saw over 5,000 flip flops collected 
for recycling purposes. 

If you’re interested in joining a legacy 
brand that has proven success around the 
world, and shows no signs of stopping its 
continued growth, then make sure to get 
in touch with a member of the Havaianas 
team today.
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Training your team  
members to be leaders
Why elevating from within can lead to system-wide prosperity 

e all want to be leaders, 
don’t we? We want to be 
that person who creates 
a vision for everything – 

life, work, family, fun – and who can 
rally people to move toward that 
vision. We all want to be the one the 
others follow. The one who sees an 
opportunity for improvement and 
gets it done. The one who provides 
clear and compelling direction, who 
works toward objectives, and who, 
at the end of the day, or the end of 
a career, has everyone’s admiration 
and respect. 

We all want this because the 
outcomes are extraordinary. 
Leaders build companies. They 
generate profits. And they are 
personally rewarded. 

But let’s be real. According to the 
global analytics leader, Gallup, only 
one in 10 people has the talent to 
lead! The rest of the people must 
follow. And that’s a good thing 
because there can’t be leaders 
without followers. 

Fortunately, everyone starts out 
a follower but then, depending on 
the person and the organization, 
leaders emerge over time. And 

therein lies the opportunity for 
owners of franchise companies.  
It’s your responsibility to  
develop leaders. 

If you’re asking “Why?” perhaps 
this outcome, as reported by Inc. 
magazine, will persuade you: 
Organizations with great leaders 
produce 147 per cent higher 
earnings than their competitors.

Leaders  
improve businesses   
Of course, there’s more to it than 
just money but money tends to 
grab your attention. Leadership 
professor Jim Laub, at Palm Beach 
Atlantic University in West Palm 
Beach, Florida, adds insight to why 
it’s important to produce leaders. 
Not much happens at a company 
absent of leaders.

“Leaders change the reality 
around them,” Laub explains. “They 
see how things can (and should) be 
better and then they courageously 
act to make things better. Non-
leaders give in to fear, apathy, 
indecision, and inaction. You want 
your team members to be leaders 
because otherwise you [will] just 

W
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Dr. John P. Hayes, 
CFE, leads the Titus 
Center for Franchising 
at Palm Beach Atlantic 
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students are earning 
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Franchising

“Managers just make sure what they are 
told to do happens; leaders make sure 

that it happens the right way”

have a group of people around you 
who need to be told what to do at 
all points and do not see it as their 
responsibility to take action to 
improve the organization.” 

Franchisor Steve White, president 
and COO of PuroClean, says training 
team members to become leaders 
matters because “an organization 
needs to come together as one team 
to achieve its mission and goals. 
Leaders bring people together to 
make that happen.” 

A.J. Titus, president of United 
Franchise Group with 10 brands, 
points out that leaders are not 
just managers. “Managers just 
make sure what they are told to do 
happens; leaders make sure that 
it happens the right way.” Asked 
to weigh in on why he thinks it’s 
important for franchise companies 
to train leaders, CEO Gary Findley, 
Stellar Brands, says, “To expand 
your business you are going to need 
leaders to step in and be ready to 
lead and take charge. No franchisee 
or franchisor can build a company 
without creating leaders.”

Author Tom Ziglar, CEO of Ziglar, 
Inc., says “the existence of your 
business depends on continuing to 
improve your leadership skills in a 
constantly changing environment. 
How are you going to keep people 
excited about working for you and 
your business in the face of so many 
tempting opportunities to work for 
someone else?” The answer is to 
provide better leadership training.

Fortunately, leadership can be 
taught. Begin by deciding what to 
teach and determining who will 
teach it. 

WORDS BY JOHN P.  HAYES,  PHD,  CFE

INSIGHT
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Decide what to teach 
It’s not so easy deciding what 
content to use in your leadership 
training program. Keep in mind 
that leadership is an academic 
discipline; universities offer degrees 
in the subject. 

A successful training program 
isn’t “once and done”, but rather an 
ongoing effort. Multi-unit Chick Fil 
A (CFA) operator, Rob Morris, offers 
leadership training in two tracks. 
“We have internal leadership tracks 
for two different constituencies: 
young/raw talent (as young as 
16) and a track for recent college 
graduates,” he explains. CFA’s 
success (the company not only ranks 
first in the QSR chicken segment, but 
its network-wide earnings are nearly 
twice as much as its second closest 
competitor) is tied to system-wide 
leadership training. 

“Over the course of 13 weeks the 
younger group receives a beginner-
level blend of general leadership/
management skills and a deeper 
dive into our business systems,” 
continues Morris. “The more 
seasoned group is involved in a 
two-year process of higher-level 
leadership skills as well as the skills 
necessary to become an expert 
on all of our business systems.” Of 
the more seasoned group, Morris 
has helped more than 20 of them 
become CFA operators!

It would be a mistake to decide 
your leadership program will 
consist of just mentoring. Morris 
explains, “Mentoring, while still 
somewhat valuable, fails to consider 
the rapidly changing dynamics in 
our industry. What worked for the 
mentor in the past may be totally 
irrelevant for the mentee today. 
Team members need in depth 
coaching from a strategic thinking 
partner rather than anecdotes 
about the past.” 

Franchisors who offer leadership 
training commonly include these 
topics:
• Goal setting principles
• How to motivate people
• How to work with people
• How to identify top skills
• How to take responsibility
• How to delegate responsibility
• Embracing core values and beliefs
• Living a principled life every day

If you asked Professor Laub to 
create a leadership program for 
you, he would include a model for 
leadership along with examples 
of how to provide feedback to 
encourage learners to master 
leadership principles. 

He says leadership training 
must establish a framework for 
leadership values, culture, vision, 
team and spiritual discernment. 
It’s not a “once-and-done training 
event but an ongoing effort to move 
leadership down to the lowest ranks 
to encourage creativity and action 
at all levels of the organization.” 

Decide who will teach it 
Few companies are in the business of 
teaching leadership and even fewer 
employ a leadership professional 
who’s dedicated to implementing 
a training program. As 
a result, some 
companies use a 
team approach 
to teach 
leadership.

At UFG, it’s 
called The Foundry 
and it’s scheduled 
quarterly. “The 
Foundry is a two-to-three-day 
event, off-site,” explains A.J., 
whose father, Ray, founded UFG 
35 years ago and continues as its 
CEO. “We have multiple speakers 
from within the company who teach 

specific topics” related to 
leadership.  

Even at that, UFG 
also relies on outside 
training. So does 
PuroClean. “We use 
programs like Dale 
Carnegie and the 
International 
Franchise 
Association’s 
Certified Franchise 
Executive (CFE) 
program to  
teach our  
future leaders,”  
reports White. 

“Everyone wants to be a leader, but it’s up to 
you to identify who can really earn the title”
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Pay attention to the 
quality of student 
The degree to which leadership is 
learned may have less to do with 
what is taught and by whom than 
it does the quality of the learner. 
Considering that Gallup reports 

companies fail to choose the 
right candidate for 

the job 82 per 
cent of the time, 

the value of your 
leadership training may have 
everything to do with the quality 
of your employees. In addition to 
possessing the right skills to get a 
job done, employees who lead must 

be able to:
• Listen
• Deliver affirmations
• Create vision
• Strategize
• Receive differing viewpoints
• Deliver the appropriate non-
verbal messaging 
• Model appropriate behavior

But how many companies test for 
those qualities prior to hiring? If 
yours doesn’t, you should consider 
using various assessments that can 
objectively identify personality and 
other trait-based attributes.

When hiring, Professor Laub 
recommends looking for “an 
attitude or a mindset of leadership 
that will impact how this person 
leads. People who are all about 
themselves will display an 
autocratic (power over) approach to 
leadership. If they are mainly about 
others, they will display a more 
servant-oriented approach.” 

At CFA, Morris says he assesses 
“humility and coachability” early 
in the hiring interview process. 
“We use behavioral assessments to 
identify a candidate's tendencies 
and biases,” he continues. 

Joe Malmuth, CFE, vice president 
of franchise development for 
Batteries Plus Bulbs, says the 
most important characteristic he 
looks for to determine leadership 
potential is “the ability to build 
relationships and trust.” 

Franchise companies, whether 
they’re owned by franchisors 
or franchisees, need leaders to 
maximize their potential, fulfill 
their goals, meet market demands 
and stay ahead of the competition. 
Ziglar says leaders understand the 
importance of purpose, personal 
fulfillment, and quality of life as 
priorities and necessities. 

And the best place to find these 
leaders is within your company, but 
only if you provide the leadership 
training. Everyone wants to be a 
leader, but it’s up to you to identify 
who can really earn the title.
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choice,” says Manuszak. 
Being the industry leader in the 

United States and Canada, HOODZ is 
the premier kitchen exhaust cleaning 
franchise, thanks to its superior 
customer service, exceptional training 
and certifications, and the extensive 
resources and support from being a part 
of BELFOR Franchise Group, a global 
leader in services franchises. 

Manuszak says, “If you’re going to 
leave a career to start a new life as a 
business owner, you want to be sure 
that the reward is going to be worth the 
risk. We offer an unfiltered approach 
to transparency of our performance by 
showing our franchises success on our 
website, www.hoodzfranchise.com. We 
also encourage our candidates to contact 
our existing franchises to garner answers 
to any/all queries during their due 
diligence in purchasing our franchise.”  
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everal months ago, we shared 
that HOODZ was expanding 
its hood vent (extractor) 
cleaning business to the 

United Kingdom and Ireland in hopes of 
building on its strong growth throughout 
North America. 

“We’re looking for the ‘out of the box’ 
outliers, who will be passionate business 
owners, with a desire to own and grow 
their own business that keeps restaurants 
in their community safe, compliant with 
regulations, and open for business,” says 
Joseph Manuszak, VP of international 
development for BELFOR Franchise Group. 

The pandemic of 2019-2020 proved 
when restaurants were only servicing 
take-away clients that our cleaning 
services remained. It may seem to the 
average person that restaurants were 
closed, but food suppliers and cleaning 
companies helped fuel the success of 

those restaurants that remained open. 
With strong takeaway sales comes the 
need for cleaning for the safety of the 
team members and those that live above 
restaurants, as accumulated grease is fuel 
for a fire, should one occur. 

With more than 135 territories 
owned throughout North America, 
HOODZ is the premier kitchen exhaust 
cleaning franchise. 

PARTNER WITH THE LEADING 
KITCHEN EXTRACTOR 
CLEANING FRANCHISE
Building on its strong growth throughout 
North America, HOODZ is bolstering its 
global presence by expanding into Ireland 
and the United Kingdom in 2021 and 2022. 

“If you want to own a recession-
resistant business that serves an 
untapped need in a fast-growing industry, 
investing in a HOODZ franchise is a wise 

BELFOR Franchise 
Group’s HOODZ gains 

traction in the U.K.
Join a network of franchisees operating across 57 countries

S

BEHIND THE BRAND: PARTNER CONTENT
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H O O D Z

managers of commercial kitchens 
understand the need for compliance, 
health and safety codes, and they want 
to hire a company that is reliable, 
professional, and transparent. 

HOODZ is able to secure relationships 
and retain business simply by being 
accountable, professional, and by offering 
a comprehensive menu of services. 

HOODZ offers robust training and 
ongoing franchise support to help 
turn driven individuals into savvy, 
seasoned entrepreneurs. 

By providing training that focuses 
on technical expertise and business 
development, marketing support, a 
24/7 call center, and access to industry 
experts who know how to grow a 
commercial kitchen cleaning business, 
HOODZ takes the guesswork out of 
owning a business and will help you chart 
a clear path to growth. 

Manuszak adds, “Our goal is to have all 
queries answered so the candidate is 100 
per cent committed and focused on the 
success of their franchisee, which will 
match our goals.” 

HOODZ offers an intense two-week 
training and ongoing franchise support 
to help turn driven individuals into savvy, 
seasoned entrepreneurs.  The first week is 
centered on the equipment and physical 
cleaning and the second week sharpens 
the business skills with blending our 
successful business model with their 
business skills. 

In addition to the two-week training, 
HOODZ offers a 24/7 call centre, access to 
industry experts who know how to grow 
a commercial kitchen cleaning business, 
and online training modules with the 
added benefit that HOODZ takes the 
guesswork out of owning a business and 
will help you chart a clear path to growth. 

HELPING RESTAURANTS STAY 
CLEAN AND SAFE
Unlike other brands in the food service 
industry, HOODZ focuses on helping 
restaurants – and any building that 
serves out of a commercial kitchen 
(cinemas, schools, cafeterias, or prisons).   

The brand specializes in cleaning 
kitchen exhaust hood systems, conveyor 
ovens, pressure washing, hood filters, 
grease containment, and appliance deep 
cleaning. Its services prevent grease 
fires, on-the-job injuries, workers comp 
insurance claims, and helps to maintain 
a level of cleanliness that today’s 
consumers expect.  

Whilst all services are not immediately 
offered by a new franchisee, they will 
quickly grow into offering our full array of 
services within a short time of operating. 

Because the majority of operators in 
the restaurant cleaning industry work 
independently, HOODZ is able to secure 
long-term contracts and establish 
longstanding relationships with its 
clients because it delivers a level of 
professionalism that sets the standard for 
the industry. This means that franchise 
owners benefit from not only multiple 
lines of service, but also recurring 
revenue streams. 

Owning a kitchen exhaust cleaning 
business is a relationship-driven 
endeavor. Owners of restaurants and 

At a Glance
HOODZ

Year established: 2009

Number of franchised outlets: 135 territories

Investment range: $166,700 - $196,700 (includes 
$60,000 minimum working capital)  

Contact: Joe Manuszak, +44 (0)7597 010403, joe.
manuszak@belfrangroup.com 

hoodzfranchise.com

“If you’re going to leave a career to start a new 
life as a business owner, you want to be sure 
that the reward is going to be worth the risk”
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Franchising versus 
company-owned:  
a practitioner’s guide
There are undoubtedly benefits to both methods of expansion, but for 
Jumboking, franchising has proven to be an accelerated trip to the top 

t has been about 
three decades since 
international QSRs 
first came to India 

in the 1990s. Since then, India’s 
homegrown QSRs have been 
bullish about replicating their 
growth in the West. The success 
of the international QSR brands 
in scaling up has come from the 
understanding that business has 
to be entirely system- and process-
driven. They are seen to practice: 

• Delegated controls: This reduces 
costs significantly and creates 
an environment of ‘common 
knowledge.’ The entire system 
responds to a challenge collectively
• Speedy system-wide 
implementation: As businesses go 
digital, speed is the new competitive 
advantage. Ideas are no one's 
monopoly, the one who implements 
faster, implements better is likely to 
become the market leader
• Long-term evaluation horizons: 
There is an understanding 
that relentless quarterly and 
annual evaluation horizons will 
compromise long-term resilience.

Indian QSRs are already thinking 
this way. Because in respect to 
eating out, Indians are choosing 

branded options over unbranded 
ones; a natural outcome of economic 
progress. Hence, there is potential 
that the AOV (average order values) 
will also rise, giving homegrown 
QSRs the opportunity to set quality 
controls in place and serve world 
class products to their customers. 

With the demand side sorted, the 
next question facing restaurants 
will be on the preferred mode of 
scaling up. Should they choose 
company-owned stores, or appoint 
franchisees? This is where I would 
like to share my personal experience 
with scaling up Jumboking, where I 
have tried both. I have emphasized 
time and again, that franchising 
serves the customer better in many 
ways. Let us evaluate two different 
expansion models.

To harness the full 
benefit of franchising, 
choose FOFO  
Franchisee owned, franchisee-
operated (FOFO) operators are 
motivated franchisees and their 
livelihood is directly connected to 
the success of their unit store.  
When recruited, they add  
tremendous value.

They receive about 45 to 50 
per cent of the gross margins 
generated from each sale, which is 
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“Every franchisee makes a lot of money with 
every incremental sale. This is what keeps 

them very motivated to run their store well”

a big financial incentive. They take 
interest in the store and give the 
business the respect it deserves.  

There is a small variation in 
this, where franchisees take on 
an investor role and outsource 
the operations. They give money 
but not their time. They look at 
the QSR business as one of their 
many investments. They are 
experimenting, constantly seeking a 
higher ROI and are not particularly 
vested in the success of a single 
store. They are probably at a level 
where they want their money to 
work for them and hence outsource 
operations to store managers. 

This doesn't work. Without 

WORDS BY DHEER AJ GUPTA

INSIGHT
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adequate personal attention, the 
brand loses the vim and vigour 
of the entrepreneurial energy, 
which is the main advantage of the 
franchisee system. 

Every franchisee makes a lot 
of money with every incremental 
sale. This is what keeps them very 
motivated to run their store well. 
They are a partner in business in 
that sense and do not need external 
motivation to do a good job with 
running the store.

In the case of company-owned, 
company-operated (COCO) stores, a 
team of professional store managers 
can be an asset. When motivated 
with career growth potential, 
they keep their store spiffy and 
operations streamlined. 

However, they may not be too 
concerned with store profitability 
as their share of it is limited. Even 
when they are given an incentive of 
store sales and profitability; they 
are still doing a job and their take 

home salary cannot be more than a 
certain percentage of their salary. 

Crises are much 
better handled by 
entrepreneurial 
franchisees 
Franchisees do a better job of 
optimizing store running costs as 
it affects their P&L directly. Store 
managers are normally incentivized 
by the top line which makes them 
take the eye off the bottom line. 

Besides, any crises like repairs and 
maintenance, regulatory hiccups, 
or staffing shortages are managed 
very well by franchisees. Every cost 
associated with the store goes from 
their pocket and hence they don’t cut 
corners to reduce cost. 

They are more likely to find long 
term solutions that are sturdier, 
as opposed to just managing 
one month’s P&L. They are also 
less likely to have ego conflicts 
with their staff – who are their 

employees, not peers. Hence, staff 
retention is better done by a good 
franchisee than a store manager. 

Another important aspect is that 
even though a corporation may 
invest in technologies that assist 
customer database management, 
or inventory management, it is the 
owner-operator that will be able 
to use them best to impose fiscal 
discipline. Systemic leaks such as 
pilferage and poor customer service 
management are nipped in the bud 
because they impact the bottom line. 

“Both of the business 
models work, but the 

path to success in 
franchising is like taking 

an elevator instead of 
taking the stairs”
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Common 
misconceptions  
of COCO 
Entrepreneurs chase the COCO 
model thinking that they may 
make less money to begin with; 
however, with scale they will make 
15 to 20 per cent PAT margins 
eventually. In contrast, as part of 
the FOFO model, they cannot earn 
more than the 10 per cent royalty 
which they may charge.

In reality the cost increase with 
scale is so high in COCO models 
that it offsets any gains made in 
marginal improvements at the 
store level.

Let’s understand this with 
an example. Consider two 
companies – A and B – having 
1,000 stores each and doing 1,000 
crore in annual sales

A operates the COCO model 
• There would be at least 6,000 
people on A’s payroll (assuming at 
least six employees per store)
• Even if attrition is low – say 10 per 
cent – A has to support a team of 
recruitment managers to service 
the stores
• The head office itself will have 
a sizable number of employees 
– trainers, operations auditors, 
financial auditors – who will be 
needed to check controls, keep 
food cost checks, or approve 
store expenses. Add to this area 
managers, cluster managers, and 
zonal managers, and at least one 
operations head. The HO strength 
might need over 100 people
• The owner of company A 
constantly feels 
that they can 
improve margins 
by charging higher 
rates, to keep up 
with the massive backend 
costs. But every time they 
do that, competing brands 
cut into their profits.

B operates the FOFO model
• Store employees are employees 
of the individual franchise. Their 
costs are covered as part of their 
operations costs
• To manage 1,000 stores, the 
head office has to appoint 20 area 
managers, four zonal managers, 
and one head of operations because 
the franchisee needs far less hand 
holding than a store manager. 
Including trainers, accountants, 
and auditors, this is a lean team of 
under 50 people
• Thanks to the lean structure and 
individual onus of execution, FOCO 
models will reach 1,000 stores in 
half the time that will be taken by 
COCO stores.

An extremely well-run COCO model 
with sound leadership and market 
dominance can clock an EBITDA 
of 15 to 20 per cent, and its PAT 
will hover in the range of 8 to 10 
per cent. However, this is an ideal, 
and in most cases, eight out of 10 
brands will contend with a PAT of 
five to six per cent. 

Make no mistake: the numbers 
will be lower in the FOFO model. 
Most will clock an EBITDA of five to 
six per cent and a PAT close to four 
per cent. However, the probability 
that a FOFO model clocks four per 
cent PAT will happen in eight out 
of 10 brands, which scale to 1,000 
crores in turnover.

Valuation mistakes when 
comparing COCO to FOFO
When it comes to valuations, 
entrepreneurs feel that a higher 

PAT will get them better valuations. 
The logic here is that valuations are 
a multiple of the top line. Hence, 
the fact that you get to book sales 
in bulk (instead of a franchise fee) 
seems quite lucrative. 

What my experience says is that the 
really sharp investors understand: 

1. Return on capital employed 
(ROCE): This is much higher in 
FOFO models. In COCO, the capital 
employed is nearly infinite. It is 
very difficult to recover even your 
cost of capital which is not good 
at all

2. Scalability: Thanks to the 
lean structure, individual 
accountability and growth path 
for franchisees, FOFO models 
scale much faster and wider

3. Speed: Once the systems are 
set in place then stamping out 
stores at a rapid pace is relatively 
easier in the FOFO model. 

The future for QSRs in India 
is a blue ocean laced with 
opportunity. Choosing franchising 
as the preferred mode of business 
will unlock vast and powerful 
opportunities for growth for 
focussed, asset light players. 

Both of the business models 
work, but the path to success 
in franchising is like taking an 
elevator instead of taking the stairs.
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The leader in 
sustainable service

At a Glance
Fantastic Services

Established: 2009 

Number of franchised outlets: 530+ 

Location of units: U.K., U.S.A., Australia 

Investment: From £19,000 

Contact: 0203 746 3106,  
or info@fantasticfranchise.com  

fantasticfranchise.com 

HAT DID THE 
FANTASTIC 
SERVICES TEAM 
LEARN FROM THE 

PANDEMIC, WHICH HAS 
GUIDED YOUR DIRECTION 
MOVING FORWARD? 
AS: We always look at the franchise in a 
360-degree view, which includes our staff, 
franchisees, and clients. The pandemic 
showed that we have a very strong internal 
culture, and though we had to make some 
sacrifices, what we found was that clear 
communication with our staff was the 
number one thing that helped us to get 
through the initial stages of the pandemic.  

Our main learning on the franchisee 
side, was that together, we are much 
stronger. We can do a lot together; we 
changed our services during the first 
phases of the pandemic, and introduced 
a new antiviral sanitization service. Our 
franchisees very quickly adopted this 
new service.  

Another learning was that operating 

in multiple international markets really 
helped. What happened in the U.K., 
for example, happened a few weeks in 
advance elsewhere. We could use our 
learnings from elsewhere to help us 
prepare in other markets. 

HOW IS YOUR TECHNOLOGY 
BENEFITTING FRANCHISEES 
AND CUSTOMERS? 
AS: Our tech doesn’t just end with a 
CRM system; it’s a fully operational 
set-up, which we call ServiceOS. This 
includes our booking platform, our 
telephone system, our chat system – 
it’s all integrated in one place.  

This is the same with our app, which 
our franchisees and customers use to 
communicate. The number one thing that 
this facilitates is smooth communication 
between the two groups. It allows us to 
quote a price within 30 seconds, which is 
important when building your client base. 

 
HOW DO YOUR THREE KINDS 
OF FRANCHISE OPPORTUNITY 
SERVE DIFFERENT LEVELS  
OF INVESTOR?  
AS: Different kinds of investors look for 
different types of opportunity. Each of our 
franchise opportunities serve a different 

Anton Skarlatov, co-founder and CEO of Fantastic Services, reflects on the 
brand’s consistent growth – and its exciting, eco-friendly future

W
franchisee or personality.  

The working franchisee will work in 
the business themselves, or develop a 
small team with suitable employees. Area 
developers, meanwhile, typically offer 
between two and five services under our 
remit and can develop in their specific 
area. This allows them to build the 
business on a strategic level; advertising in 
their local area, and recruiting franchisees.  

The master franchisee is an investor 
who owns a large territory or country, 
and invests in all of the possible services 
that we provide as part of the Fantastic 
Services brand.  

WHAT’S NEW FOR FANTASTIC 
SERVICES IN 2022?  
AS: We’re really going to change as a 
company. We want to make our planet a 
better home; to achieve this, our main goal 
for the next decade and beyond is to turn 
toward sustainability and eco-friendliness.  

Some of our services are doing this 
already. Handymen don’t go to a home to 
change something; they repair. Our carpet 
cleaners remove a stain, rather than 
changing the entire carpet.  

We’re also going to add another level to 
this by helping our franchisees to buy their 
first electrical cars. We’re also working our 
schedule around being green, reducing 
travel times between jobs and cutting CO2 
emissions. We’re going to be the leader in 
saving the planet.  

FA N TA S T I C  S E R V I C E S

“We’re going to be 
the leader in saving 
the planet” 
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The power of rallying behind 
a cause
Why your business should prioritize charitable efforts

ost people have an 
inherent desire to 
connect with others 
and be a part of 

something larger than themselves. 
Between work, family and other 
commitments, our sense of 
purpose can weaken, or even feel 
lost, as we try to keep up in our 
fast-moving world. 

This is leading to a record 
number of people looking to merge 
the two worlds – they’re leaving 
their jobs in search of a career that 
will allow them to make meaningful 
connections to satisfy that desire 
and find purpose in their work. 
Now is the time for businesses 
across all industries to step up and 
demonstrate a social conscience. 

Since inception, community 
impact has been a crucial 
component of Burn Boot Camp’s 
DNA and a top priority across 
the system. This is why we 
have an ongoing partnership 
with the Muscular Dystrophy 
Association (MDA). The annual 
philanthropic ‘Be Their Muscle’ 
event supports MDA's mission to 
empower the lives of kids and adults 
living with muscular dystrophy, ALS 
and over 43 neuromuscular diseases 
to fund research, care, and advocacy 
so families can live longer and  
grow stronger.  

In correlation with the event, 
Burn Boot Camp locations across 
the country host a workout on a 
specific day, with 100 per cent of the 
proceeds directly benefitting MDA 
to send hundreds of children living 
with muscular dystrophy to a life-
changing summer camp. 

Over the past few years, we 
at Burn Boot Camp have seen 
how working with the MDA has 
connected us to our community and 
strengthened our bond with our 
team members and members. The 
below insight and advice are meant 
to help franchisors understand the 
value and importance of prioritizing 
charitable efforts and the benefits it 
will have on the business.  

Having a charitable 
partner brings your 
company mission to life     
There are many franchisors 
that include messaging in their 
mission statement about how they 
want to have an impact on their 
community or be a part of the 
bigger picture. But the question is, 
what are they doing to act on that 
mission statement? 

The mission of Burn Boot Camp 
is to empower individuals to build 
confidence and happiness that will 
transcend fitness into a community 
of mentally, emotionally, and 
physically strong people. We wanted 
to pick a cause that worked well 
with what we believe in doing every 
day. Both Burn and the MDA believe 
in building strength through unity, 
which allowed us to align and come 
together on our goals and missions. 

Having a charitable partner 
should be seen as an investment 
a business is making in their 
community, employees, and brand. 
It helps increase public awareness 
of your initiative and dedication to 

M
THE AUTHOR
Morgan Kline is the 
COO and co-founder 
of Burn Boot Camp, 
a leading boutique 
fitness franchise

the cause by demonstrating that 
tangible steps are being taken to 
follow through on your promises. 
Not to mention, it will help educate 
and drive awareness towards the 
cause and charity – a win-win.  

Strengthen community 
morale and involvement 
At Burn Boot Camp, our community 
is dedicated to educating, influencing, 
and inspiring every life with 
knowledge, love, strength, and 
passion. So, we knew our members 
would share our passion for MDA and 
building awareness on their efforts.  

To further build on existing 
community relationships, or to 
create ones, connect with local 
businesses to see if there is 
interest in joining the cause. 
Maybe it’s as simple as putting 
up a flyer for a charity event 
at the local coffee shop or 
an effort that’s a little more 
involved, such as asking a 
local vendor to participate 
alongside you or make a 
donation. Relationships 
built on strong grounds 
with the common interest 
of something like 
supporting a charity 
can prove to be useful 
down the road. 

When one 
employee or 
organization in 
a community 
dedicates 
themselves 
wholeheartedly 
to a cause, 
it has the 
potential to 
spread like 
wild fire 
and bring 
in others 

WORDS BY MORGAN KLINE

“Having a charitable 
partner should be 
seen as an investment 
a business is making 
in their community, 
employees, and brand”
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who are interested in contributing 
to the cause as well.  

Organizations are expected 
to do more than provide 
quality goods and services to 
customers and a paycheck to 
employees. Consumers and 
employees are looking for 
businesses to go the extra mile 
and support local, or national, 
causes in their community.  

A study done by Cone 
Communications found that 
90 per cent of the customers 
surveyed said they would support 
a company who championed a 
cause they care about. Supporting 
a charity or specific cause can also 
go as far as helping attract and 
retain members and talent.  

Things to consider 
when selecting a 
charitable partner 
Select a charitable cause or partner 
that instills a common thread of 
passion and excitement across 
the business. To ensure that you 
are aligning with your employees, 
include them in the process. Ask 
them to submit or share their ideas, 
interests and passions, and include 
them in the planning process so 
they feel represented.   

Once you’ve received input from 
others in your organization, make 
sure you are selecting a cause 
that you know your brand can 
support. Compile a list of potential 
initiatives that could be conducted 
systemwide such as in-person 

events or week-long supply drives, 
or whatever it may be.  

Also ask yourself if the business 
has the appropriate means and 
resources required to see the effort 
through. When you enter into a 
philanthropic partnership, you 
want to make sure you have a clear 
idea and vision on the execution. 

Philanthropy has the power 
to have a profound impact on 
your franchise system. It will 
rally together your franchisees, 
home office team members, and 
community, while providing the 
best platform to engage with your 
current and potential members.  

Franchise brands that 
prioritize philanthropy will 

reap the benefits of a 
strengthened system 

of partners that 
will have a direct 

impact on 
bottom-line 

results. 

“Franchise brands that 
prioritize philanthropy 
will reap the benefits” 
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Why the right franchising team can supercharge your expansion

The power of partnership 
in international 

franchising business

WORDS BY ROBERT STIDHAM, SUMMA FR ANCHISE CONSULTING & KEVIN HEIN,  AKERMAN LAW
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ncreasingly, the world is 
becoming a smaller place. In 
franchising, we’ve seen an 
evolution overtime in which 

the best global brands continue to expand 
by seeking access to new markets. To 
succeed on a global level, franchisors 
need to find the right partners; whether 
they are looking for well-connected 
and capitalized master licensees, or 
experienced area developments. 

But critically (and often overlooked), a 
growth-driven franchisor’s team must also 
include business partners that can help 
the company in three areas of expansion: 
international consulting, international 
legal expertise, and franchise development 
in a foreign market.

As much as finding the right franchising 
partners, this partnership of supporting 

professionals is crucial to the growth 
of any business venture. Successful 
franchisors and their franchisees have 
deployed a strategic partnership model  
to grow, build, and conduct their 
businesses domestically. 

This classic franchise relationship 
continues to expand as a method of 
distribution and manifests itself in different 
forms, ranging from mutually cooperating 
to invest in each franchise project, to 
mutually sharing knowledge and ideas 
between both franchisor and franchisees. 

Franchisors know the importance 
of great franchise partners; globally 
successful franchisors know it is 
important to look for the right partnership 
agreement that benefits both parties – and 
that having highly experienced advisors is 
important to that process.

I
BENEFITS OF INTERNATIONAL 
FRANCHISE GROWTH

Access to new markets
One of the most appealing aspects of 
potential international franchise growth 
is the ability to access, in a smart and 
well-managed manner, the entry of a 
franchise into new markets to create 
risk-managed expansion, and increase 
financial value and brand awareness 
within those markets. 

Having experienced advisors, such 
as a law firm with global presence 
or a franchise consultant with large 
international reach, is critical. Franchise 
system growth occurs not only on a 
planned, but often on an opportunistic 
basis. Franchise companies should work 
with advisors that can support their goals 
virtually anywhere the right partners and 
opportunity present themselves.

Increase your customer base and 
brand awareness
Through a franchise agreement, your 
business could grow its customer base in 
markets that, in some locations like the 
United States, may offer greater growth 
and profit opportunity than your domestic 
market as customers are drawn to great 
products and services. 

Benefits of revenue, growth, brand 
awareness, and increased profits come 
to those franchise companies that can 
execute well developed and well executed 
franchise programs in foreign markets. 

Access to knowledge
Franchisors need a wealth of knowledge, 
and that knowledge comes in part from a 
working partnership with an experienced 
international firm on the offering and your 
international franchise agreements. 

The right international consulting 
firm has deep expertise in taking a 
concept to foreign markets and, in some 
markets, can attract the correct franchise 
master license partners. This gives your 
franchise company the opportunity to 
grow and learn from your professional 
and experienced advisors’ perspective. 
All that knowledge can be put into use to 
possibly improve your current operations 
and further build your current franchise 
business in the future.  

“As in most complex 
things, there is no 
substitute for ‘real 
world’ experience”
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Experience
As in most complex things, there is no 
substitute for ‘real world’ experience. 
You need to ask yourself whether you 
would be comfortable if you were on the 
other side of the franchise relationship 
and transaction with the law firm and 
consulting advisors that are representing 
your business and brand? 

You need advisors that have been ‘on 
the ground’ in the markets that you wish to 
develop. You should consider whether you 

“The right business partnership will 
enhance the credibility of your franchise 
and the influence of your company”

Competitive advantage
Professional partnerships increase your 
organizational knowledge, expertise, 
and resources available to make better 
growth decisions and to help you reach 
a greater audience. It creates an exciting 
and profitable way to set your franchise 
business apart from your competitors.

Enhance your franchise’s credibility
The right business partnership will 
enhance the credibility of your franchise 
and the influence of your company. 
When franchisors and their international 
partners share the same goals and vision 
join forces, the influence and strength of 
each organization grows and builds your 
brand equity.

Increase long-term value  
and stability
The goal of all businesses is to remain 
relevant and to meet both their franchise 
growth and business goals. Having the 
right franchise advisors and partners 
gives you access to more new markets, 
talent, knowledge, innovation, expertise, 
and investment. 

It increases profitability beyond the 
potentials of your current markets. The 
right franchise and business partnerships 
make your organization better and 
enhances your offering. This is how your 
company remains relevant and helps  
your business to achieve its objectives  
and results.

All businesses – for both those 
companies who are franchising and those 
companies considering doing so – need to 
look for the ‘right’ advisory partnership 
that complements their activities to 
further move their business forward. 

If franchisors, regardless of category, 
view the international franchise model 
as a smart way to expand their business, 
then it’s reasonable to expect that your 
company should be able to use the 
franchise business model to gain the 
benefits that come with a well-aligned 
franchise partnership.

FACTORS TO CONSIDER IN 
CHOOSING AN ADVISOR
Smart business leadership
Whether a company, an entrepreneurial 
business owner, an established franchisor,  
or a business considering franchising, 
you must consider, before signing an 
advisory agreement, that not all advisory 
agreements execute as planned. 

Some franchisors have generated 
significant problems for themselves by 
working with inexperienced or misaligned 
advisory that fail to bring the right 
resources and real-world experience to a 
franchise growth project.

Trust and respect
When starting a relationship with advisors 
to your international franchise business, 
the secret to the success of every future 
franchise partnership agreement is based 
on honest communication, real trust,  
and respect. 

You must be able to trust the 
experience, their ability to support your 
organizations decision making, advisors’ 
ability to understand your vision, and 
competence of your advisors.

S U M M A  F R A N C H I S E  C O N S U LT I N G  &  A K E R M A N  L AW
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At a Glance
Akerman Law
Locations: 24 offices across the U.S. 

Contact: kevin.hein@akerman.com  

akerman.com 

At a Glance
Summa Franchise 
Consulting 
Main HQ: Arizona, U.S.A. 

Contact: info@summafranchise.com 

summafranchise.com

are buying services from an individual or 
working with organizations that can bring 
a team to your business opportunity. This 
becomes even more critically important as 
your programs gain momentum and you may 
need to scale your global growth and can 
work in multiple markets, simultaneously.

Alignment
Before starting a partnership, your 
advisors should know exactly what each 
advisor does and how they can align. They 
should create alignment, to the benefit of 
your proposed growth program, to help 
you set goals, and to work with you and 
each other on a cost and operationally 
effective basis to meet the market, 
franchise unit, revenue, and profit goals 
and objectives of your business.

Similar values and shared goals
It is important to form a partnership 
agreement with franchise partners whose 
corporate goals and values complement 
your own. The same is true in your 
relationship with your advisors. Partnering 
with franchise and business advisors that 
don’t share primary objectives may lead to 
conflicting vision, values, and goals. This 
creates risks for the project and can create 
conflicts between the firms. 

While master licenses and franchisee 
relationships can have their difficulties, 
businesses can gain infinitely more when 
they choose to partake in franchise 
relationships. Companies have leveraged 
the distinct advantages that come with 
international franchising to grow  
their businesses. 

If you’re not considering franchising, 
especially in this dynamic, global growth 
market, you’re missing a tremendous 
opportunity. Regardless of how successful 
your business is, the right international 
franchise partnership can take it to 
even greater heights. The right franchise 
advisors can help make that happen for 
your company.

HOW DO AKERMAN LAW 
AND SUMMA FRANCHISE 
CONSULTING HELP WITH 
INTERNATIONAL FRANCHISE 
GROWTH?
Akerman and Summa have crafted a 
unique and proven method to facilitate 
international growth for franchisors by 
providing a platform to provide a ‘solution-
based’ approach to international growth. 

Akerman provides legal services, from 
entity formation to offering documents, and 
franchise document and agreement support. 

Franchise strategy, financial and 
project planning, development of manuals 
and materials – along with comprehensive 
franchise development (sales) services are 
offered through Summa on a fee structure 

that is substantially based on franchise 
development outcomes rather than being 
solely fixed fee, in the United States. 

The offered methodology aligns 
advisors with franchisors and focuses 
everyone’s efforts on achieving outcomes 
and performance for your international 
franchise program. Our goal setting 
methodology helps organizations achieve 
ambitious goals by bringing together 
individuals and teams in all partners, 
guiding them to meet our clients’ goals 
with quantitative clarity, which leads to 
synergy and success. 
      Currently, the companies are jointly 
working on franchise projects in the U.K., 
throughout the E.U., MENAT and the 
G.C.C., Australia, China, Japan, Korea, New 
Zealand, and in Canada.

“A growth-driven franchisor’s team 
must also include business partners that 
can help the company in three areas of 
expansion: international consulting, 
international legal expertise, and franchise 
development in a foreign market”
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Meet Camile Thai 
Kitchen

At a Glance
Camile Thai Kitchen

Year established: 2010 

Number of franchised outlets: 46  

Location of units: U.K., R.O.I., and U.S. 

Investment range: £200,000 – £350,000 

Minimum required capital: £100,000 

Contact: shabu@camile.co.uk 

camile.co.uk/franchising 

amile is a unique food 
experience that not only excites 
customers but also provides a 
great business opportunity. 

It is the result of years of business 
experience, a desire to create something new 
and different and a dedication to providing 
quality products and services. Created in 
2010 by Brody Sweeney, founder of the award 
winning O’Briens Sandwich Bar chain (350 
outlets in 16 countries), Camile is poised for 
significant growth in the U.K. and overseas. 

THRIVING THROUGH  
THE PANDEMIC   
Unlike most hospitality businesses, Camile 
has thrived through the pandemic, as its 
suburban based home delivery model has 
proven resilient to the exceptionally difficult 
trading circumstances for the industry.  

Its restaurants are geared towards a quick 
and efficient delivery process, facilitated by a 
brand-new app, offering a flawless ordering 
service for home delivery and collection. 
Roughly 70 per cent of orders will be home 
delivery, of which the brand aims to deliver 
80 per cent within a 30-minute time frame.  

The branches run their own driver fleet, 
while also maintaining mutually beneficial 
relationships with industry leading 
aggregators. This two-tiered approach to 
delivery gives them a significant advantage 
over their competitors. 

PERFECT, FROM KITCHEN  
TO DOORSTEP 
Camile has created an innovative food 
product that is perfectly tailored to holding  
its heat and quality during delivery, 
developed through over 10 years of research 
in the food delivery space. Each touchpoint  
of the customer’s journey is closely 
considered to create a world-class guest 
experience that leads the casual restaurant 
industry – including the award-winning app, 
which captures up to 50 per cent of a  
branch’s business.   

The brand was the first home delivery 
chain in Europe to go 100 per cent 
compostable with its packaging. The first to 
print calories on menus, the first to deliver 
by drones, and to carry out free healthy 
cookery demonstrations for guests – and 
even the first to home deliver a doggy treat 
for the third of Camile customers who are dog 
lovers. And as well as meat lovers, the brand 
can also cater for gluten free, dairy free, and 
vegetarian diets.  

SUSTAINABLE GROWTH
Since opening its first location in 2010, 
the business has expanded through a 
combination of company-owned and 
franchised restaurants. Ongoing expansion  
in London remains at the forefront of 
Camile’s strategy.  

The Camile franchising model has been 
well developed in Ireland and is a winning 
business model. With single-unit and 
multi-unit franchisees growing businesses 
at a steady rate, it’s an amazing time to join 
Camile Thai.  

Many of the franchisees have become 
multi-unit owners, with franchisee Pramod 
Thankappan currently on 10 sites, with two 
more under construction. With a variety of 
formats on offer from the core neighborhood 
home delivery restaurants, to cloud kitchens, 
Camile has an offer to suit every market.     

SUPPORT AND GUIDANCE
Camile franchise owner Rakesh 
Gopalakrishnan was working as a manager 
in the Camile Tooting Bec location when he 
saw first-hand the potential running his 

An international Thai restaurant group, perfect for health-conscious consumers

C

own Camile Thai business.  
“2021 has been an extremely busy 

year,” said Rakesh. “With the support and 
guidance of the Camile Thai team, I feel 
well-equipped to continue my journey as a 
business owner”. In late 2018, he took the 
keys to his first restaurant, then buying 
two more London branches in 2021.  

He has since racked up high double-digit 
like-for-like sales, strong gross profits, and 
a dedicated restaurant team to deliver an 
amazing guest experience.  

C A M I L E  T H A I  K I TC H E N
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Fostering fruitful 
relationships with your 
master franchisees
Here’s how to ensure that your international partners feel respected and involved 

hen home markets seem 
saturated or instable, 
many franchisors 
turn to international 

development to continue growing. 
This decades-old practice has 
proven effective; we all know of the 
impressive expansion from players 
like McDonald’s, Subway, or Century 
21 – and smaller ones, too. Just think 
of L’Occitane en Provence,  
or Bodystreet.  

Successful international expansion 
requires enthusiasm for diversity 
as well as detailed preparation and 
smart management: defining a 
long-term strategy based on market 
knowledge and adequate resources, 
selecting the most promising 
markets, the right busines model, and 
local partners. International business 
isn’t an easy task.  

Fortunately, much advice can be 
found on how to get started abroad, 
and how to select your future master 
franchisee – the international 
expansion model we’ll focus on here.  

This selection is so important, 
because the master franchisee 
will represent your brand in one or 
several markets. Still an independent 
entrepreneur, he or she will aim for 
suitable business growth and act as 
a ‘local franchisor’ on your behalf – 
including recruitment, training, and 

the management of sub-franchisees.  
While there is much advice for 

preparation and launch, there seems 
to be less support available for 
franchisors in managing ongoing, 
cross-border relationships with 
master franchisees.  

Managing a successful long-term 
relationship with your international 
master franchisees is crucial, because 
this person ensures you convey a 
consistent brand image in a  
foreign market.  

Signing a contract does 
not suffice
A fruitful relationship with your 
master franchisee must be a 
dialogue; a long-term cooperation 
that produces positive business 
results and personal enrichment. 
Franchisors will undoubtedly discover 
that different business approaches 
can produce valuable input for brand 
development and innovation.  

Although the importance of this 
key relationship seems obvious, it’s 
often neglected by franchisors. Some 
believe a connection will develop 
naturally over time. Others handle  
the relationship like that of any  
other local business, underestimating 
the cultural differences. Others 
simply don’t invest the  
necessary resources.  
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“Managing a successful long-term 
relationship with your international master 
franchisees is crucial, because this person 
ensures you convey a consistent brand 
image in a foreign market”

Three challenges of 
the master franchisee 
relationship
1) Geographical distance 
You can’t just drop in, and calls or 
video conferences cannot replace 
personal contact. Your partner may 
also work in a different timezone, 
limiting exchanges to a few hours  
per day.  

2) Different cultural footprint and 
mother tongue  
Highly underestimated, 
cultural differences 
are a key reason 
for international 
business failure, 
conflicts, 
and missed 
opportunities – not 
only in franchising. 
If you are not used 
to international 
cooperation, what 
may seem obvious 
to you might be 
perceived as strange  
or annoying by  
your partner.  

Take your 
view of time and 
relationships, for 
example. Do you think 
‘time is money’, and always 
get straight to the point? Do you 
consider opulent dinners, including 
members of your master franchisee’s 
family, a waste of time? Or, are your 
surprised by your master franchisee’s 
‘rude’ tone of communication, or  
that they don’t respect your 
company’s heirarchy?  

Difficulties may also appear  
when your partner wants to adapt 
certain features of your franchise 
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concept; be it promotional policy, 
offers, or decoration. What could 
easily be interpreted as ‘doing 
 their own thing’, might simply  
relfect local consumer habits  
and expectations.  

It can’t be stressed enough that 
successful international franchising 
doesn’t only require knowledge 
of local legislation, competition, 
economy, or risk. Cultural aspects 
are crucial, and support from 
intercultural experts can enable 
future growth.  

3) You cannot manage your 
master franchisee directly,  
like an employee 
To lead effectively, you must find the 
right balance between insisting on 
‘must-haves’, and giving autonomy. 
Especially when you can’t provide an 
integrated, cross-border IT system or 
central suppliers, you must be flexible 
while still keeping control.  

With different cultural frameworks, 
it’s clear that communication, 
delegation, and management don’t 
have the same meaning for everyone.  

Fostering a long-
lasting relationship
Based on vast experience in 
international business relations, here 
are six tips on how to install effective 
and pleasant relationships with your 
international master franchisees:  

• Show interest: Learn as much 
as possible about the specific 
market to become an expert and 
real sparring partner. You’ll be able 
to make informed decisions; be 
curious about how your partner 
works, and their culture  

• Be respectful: Try to understand 
and discuss the differences 
you note. Adapt your behavior 
style and if necessary, as far as 
acceptable. For example, don’t 
organize annual meetings on 
national holidays, or call you 
partner by their first name if doing 
so is uncommon 

• Establish regular, transparent 
communication: Do so from 
both sides to facilitate planning, 
projects, and information flow – 

even when things go wrong. You don’t want to learn 
about problems when it’s too late. Consider cultural 
specifics, too. For example, don’t give or expect 
direct feedback if this isn’t part of the local culture. 
Install regular contact by phone or videoconference, 
but especially face-to-face during market visits. 
Ask for suggestions and listen carefully; this can 
be precious input for development and innovation, 
even in your home market 

• Offer support: Ensure you have sufficient, 
dedicated resources to deliver efficient support. 
Go the extra mile by solving logistical issues and 
providing specific market research. Enable your 
partner to succeed and to save face – for the benefit 
of all 

• Install trust and loyalty: Over time, you’ll get 
to know and appreciate each other. Plan activities 
outside of the office if appropriate, to strengthen 
bonds. Aim to have each other's back, and have 
pleasant and solid relationships in place when  
challenges appear 

• Control: Despite your need for a trustful, balanced 
partnership, remember to regularly monitor your 
master franchisee’s activies and results. Agree 
on clear plans and reporting to stay aligned, and 
adjust if needed. Even if you had a great start, stay 

attentive and present.  



The big difference between what 
Gravity offers and the stand-alone 
bowling alley or karting track, is that this 
is a fully-themed destination. The minute 
you walk through the door at Gravity 
Wandsworth, you’re wowed. Not one thing 
is the showstopper; they all contribute for 
one experience.  

The fact that our midweek is still busy – 
not just weekends – has taken everything 
to a new level.   

FOR ENTREPRENEURS 
UNFAMILIAR WITH 
THIS INDUSTRY, WHY IS 
EXPERIENTIAL LEISURE THE 
PLACE TO BE?  
MH: There will be a lot of pretenders 
that go into this without the correct 
experience, and there will be a lot of 
people getting tripped up. The operational 
standards and engagement are what will 
make a successful business in this sector.  

Why is it at the forefront now? Because 
the space is available. Before, everything 
was retail. That’s not enough now. 
Locations are more affordable because 
landlords are thinking that if they bring 
leisure in, the footfall of their sites will 
rise and retailers can sell.  

WHY DO YOU THINK THE 
MIDDLE EAST IS A KEY 
MARKET FOR THE  
GRAVITY BRAND?  
MH: We signed a Saudi partner four years 
ago, and they have a trampoline park. It 
has traded its socks off ever since. It’s 
almost the awakening of leisure out in 
the Middle East. They haven’t had 50 
years of bowling out there; this is new 
to market, and it’s a little like where we 
operate really well in northern European 
countries, where people avoid the cold; 
this is the opposite. They’re trying to 
avoid the sun, so you get really good, long 
seasons for entertainment.
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OW DID GRAVITY’S 
FRANCHISE NETWORK 
EXPAND?
MH: We never really expected 

to franchise; we’re operators, and we 
operate really well. The fact was that 
demand from landlords for Gravity was 
so great that we could only keep up if we 
brought partners on.  

Companies that own malls in the U.S. 
and the Middle East are looking at the 
impact that Gravity is having here in the 
U.K., and want to bring the brand over. 
For example: every single shopping center 
in the U.K. is between 10 and 30 per cent 
down on 2019 footfall – except one. That’s 
Southside Wandsworth, where we’ve 
opened. Those footfall numbers are up 
30 per cent. When you can present those 
kinds of numbers, there’s no wonder that 
this is going to change the way that people 
view the high street.  

HOW HAS GRAVITY EVOLVED 
SINCE LAUNCH?  
MH: I was born into a travelling  
funfair; I’ve literally done this all my  
life. I’ve seen a season at the coast, 
and at the beginning of the season, 
everything is bright and there’s 
thousands of people. But towards the 
end, the numbers dwindle. Shutters 
come down, and the worse businesses 
start to close.  

When I went from the coast to first 
opening in a mall, it was like Christmas 
every day. I’ve seen seasons dwindle 
no matter what, but if I offer the right 
experience and the right product, then 
this doesn’t need to end.  

We started with trampolines, then took 
on more real estate in the mall and put 
in climbing walls, then a skycoaster, and 
we’re now working on a 30,000 square 
feet build for karting.  

The perfect  
time to join the  
Gravity family 

Michael Harrison, co-founder and CGO for Gravity, explains why 2022 
is set to be the brand’s biggest year yet

H
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G R AV I T Y

U.K. Landlords are desperate to get 
Gravity on board, and we can broker some 
really great deals out there. Everyone in 
the world is looking what we’re doing, and 
in the next few years, some big players 
will try to mimic what we’re doing.  

I think we have an 18-month window 
to take the best locations and push this 
business to the next level. There’s the 
opportunity for a partner now to get a 
great location and the best leisure  
facility in the sector. 

WHAT DOES YOUR IDEAL 
FRANCHISEE PROFILE  
LOOK LIKE?  
MH: For me, first and foremost, they’ve got 
to believe in the brand. I don’t necessarily 
need somebody who’s going to be involved 
in the running of this thing. But they need 
to be financially secure, because there’s 
a lot of investment into Gravity – but the 
rewards are there.  

We offer so much in the way of partner. 
I look at them as partners; it’s not a case 
of giving them the design and telling them 
to get on with it. We have all sorts of data, 
and because we’re good operators, we 
have lots of comparable information. It’s 

in our interests to pass this data to make 
that franchise partner aware. We’ll pick 
the teams with them and run through 
everything on a weekly basis to compare 
data and figures.  

There isn’t an exact, perfect profile. But 
they need to be able to invest, and it’s all 
about the growth. If we open one site with 
a partner, I think we’ve all failed. It’s about 
a journey.  

We sell fun. It’s a lovely business to be 
involved in. 

WHY IS 2022 THE BEST TIME 
TO JOIN GRAVITY?    
MH: At the moment, Gravity is the 
fastest-growing leisure business in the 

At a Glance
Gravity

Established: 2014 (franchising since 2017) 

Number of franchised outlets: Six and one master 
(min 14 units) 

Location of units: U.K., Europe, Middle East 

Investment range: Up to £6m 

Minimum required capital: £500,000 

Contact: Richard Lang, chief development officer,  
richard@gravity-uk.com 

gravity-uk.com/franchising 

“The fact that our 
midweek is still busy 
– not just weekends – 
has taken everything  
to a new level” 



INSIGHT

What today’s franchise 
community looks for in 
a leader
The best leaders have the ability to self-reflect, and rely on the 
strengths of their team

ell, hasn’t the world 
been turned upside 
down? We had already 
been reeling from 

geopolitical upheaval, societal shifts 
in attitude, supply chain woes, 
climate dilemmas and continued 
digital disruption. Then comes 
along a virus that really throws the 
world off its axis. 

Writers more qualified than I 
have written many words on how 
business can cope through these 
troubled times. Not for many 
decades have business leaders been 
called upon like they have now. How 
do leaders need to adapt? How must 
they now organise themselves to 
be a good leader in what looks like 
a “VUCA” (volatility, uncertainty, 
complexity and ambiguity) world 
forever more? How do they know 
what people in their organization 
need from a leader? 

I’ve been in franchising for 30 
years. Many of that as a senior 
leader including as CEO and board 
director of small and large franchise 
businesses. I have a global network 
of franchise business founders, 
CEOs, and board directors. In my 
line of work, I deal with all of these 
types of people on a daily basis. 
Advising them through the last 
two years has been one of the most 
challenging periods. Equal parts 
crises and opportunity was being 
balanced by the need to keep a 
steady leadership presence and, 
most importantly of all, manage 
oneself. More on this later. 

I can’t remember a time in my 
career when team members and 
franchisees have had such an clear 
opportunity to express themselves 

and influence the decisions of 
franchise leaders. You would be a 
Teflon-coated leader at the moment 
if you didn’t have your ears wide 
open to the feelings and opinions 
of team members and franchisees. 
Hypo levels of consultation  
and feedback have often been the 
distinguishing activities of leaders 
that are proving effective  
at navigating through this  
VUCA world.  

What is expected  
of me?
For those that are blessed with 
the gift of being a franchise 
leader, the demands of managing 
the survival or thriving of your 
franchisees has taken a heavy 
toll. Some leaders have found 
themselves in the fortunate 
position of having had thriving 
business models during the 
pandemic, as their services and 
products proved to be in  
high demand.  

Others literally had to plan 
daily to determine how to avoid 
the land mines of uncertainty as 
their customer based dried up or 
their ability to deliver service and 
products had been deeply curtailed 
by pandemic created government 
rules. If you’re a franchise leader, 
you’d be forgiven if your hair turned 
grey or even greyer. 

Many anxious franchisees rightly 
were looking to their franchisor 
leaders and teams to help them 
make sense of the chaos and 
opportunities. Franchise 
head office teams were 
called upon (and still are) 

W
like never before and all the while 
wondering if their job was safe. 
Suppliers were wondering if some 
of their franchise clients could get 
through. If they were in the right 
sector, which was experiencing an 
uplift in business, then how do we 
keep supply working in a world 
when raw material and products 
were just almost impossible to get 
or get in time? 
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How does a leader know how to 
lead in these times? How do they 
know what is expected of them? I 
believe leadership can be simply 
boiled down into two distinct 
responsibilities: The ability to 
create ways of cultivating people, 
and your ability to manage yourself. 
It is a little more scientific than that 
but really, when you think about it, 
what are you really doing?  

Let’s deal with cultivating 
people. This works on many levels. 
I have never believed a leader has 
all the answers. They don’t sit at 
the head of a business coming up 
with the solution to every problem 
or seizing every opportunity before 
them. It’s impossible.  

Being an effective leader in 
franchising requires, like that of 
any other business leader, the 
ability to build a team of people 
around delivering support systems 
and technical expertise to help 
franchisees thrive. Easy to say. 
Harder to do. The answers to any 
business challenge or opportunity 
often lies within.  

I remember a founder of a very 
well-known franchise system once 
told me, “We don’t hire consultants. 

We have franchise owners and a 
great head office team. We will find 
the answers to our problems within. 
Even if we created the problem in 
the first place.”  

Here is an example of what to 
do. This founder knew that his 
core strength was his people. 
He gave them permission and 
encouraged them to speak up, 
experiment, take risks and be 
themselves by making it clear that 
he trusted them to be get it right. 
He would have their back. Hard to 
do when you’re at the top.  

It happens more these days, but 
there is one thing good leaders 
do know: You never have in your 
possession of all the information 
you need to make a risk-free 
decision. I’ve always been more 
concerned about what I don’t know, 
than what I do know.  

Knowing what the people expect 
of you as a leader is a clear pathway 
to getting leadership right. It can 
be hard to hear sometimes. It can 
go against all your instincts. But 
listen carefully, be visible (really 
important), think deeply, consult 
widely and be clear about why 
you are making a decision (or not 

making one) and communicate  
this well and frequently.  

At a conference recently in 
the U.S., I was talking to a young 
man who was recently appointed 
to his director of franchise 
development role. He had only 
been in franchising for five years. 
I asked him why he liked working 
for that particular franchise. 
His answer was stunning in its 
simplicity, “My CEO makes me 
feel like I can do anything and be 
whatever I want. Even though it's 
tough, I don’t feel stressed. I just 
want to make it work.” Powerful 
leadership right there. 
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“I have found the 
constant pursuit of 
knowledge and curiosity 
are powerful levers to 
managing myself to be 
a better leader”



“I believe leadership can be simply boiled down into two 
distinct responsibilities: The ability to create ways of 
cultivating people, and your ability to manage yourself”
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Managing self 
Okay, we’ve all read about the 
importance of self-awareness and 
its impact on being an effective 
leader. That skill in which we need 
to be able to hold up a mirror and 
have a very honest conversation 
with ourselves about how good 
our leadership is. But more 
importantly, it is the ability to also 
be able to change ourselves and our 
leadership style.  

As I said earlier, leaders are 
being tested like never before, it 
would appear some are thriving 
and some are being left behind. 
Circumstances may have overcome 
them through no fault of theirs. 
Hopefully the resilience they have 
through management of self will see 
them bounce back.  

If cultivating people is a core skill 
of good leaders, then managing 
yourself is number two. You can’t 
have one without the other. They’re 
absolutely interdependent. Just 
like the relationship between a 
franchisor and its franchisees. 
One can’t be successful without 
the other being successful too. 
Anything else is not sustainable 
and not moral. 

Over the years I have had my 
fair share of failure. I know many 
other franchise leaders who have 
too. It’s not nice. It hurts. It can be 
hard to recover from but having the 
ability to manage yourself for the 
better will always result in another 
successful leadership experience.  

Today, as I completed this article, 
I was speaking to the founder of 
a successful residential building 
franchise. He was adamant the 
ability to “hold strong 
ideas loosely” and “to 
know when I am being 
egotistical or biased in 
my decision making” 
was a constant battle 
with himself but one 
worth having. “Because 
people depend on 
me to manage 
myself just as I 

ask them to take responsibility for 
themselves and their roles.” Again, 
simple statements but clearly 
true. Don’t expect people to do 
something you’re not prepared to 
do yourself.  

I have found the constant pursuit 
of knowledge and curiosity are 
powerful levers to managing myself 
to be a better leader. Reflecting 
on past mistakes and scenarios 
is another. Not feeling guilty 
about them or beating yourself is 
essential. Admitting to yourself you 
made a mistake is important. But 
don’t live in the past. You can only 
work on a better future. As another 
franchise founder mentioned to me 
recently, “fearlessness is essential. 
Recklessness is not necessary.” 

Resources or effective 
management of self 
and others 
We are surrounded by endless 
sources of information about 
how to be a good leader. 
In the franchise world, 
there’s a bit less of it. We 
need all the normal skills of 
business to be a good leader 
in franchising but, we also need 
to be highly skilled in empathy, 
influencing (not the social media 
kind!), negotiating, persuasion, 
communication, collaboration,  
and compromise.  

These are the learned skills of a 
good franchise leader. We aren’t all 
born with them. We can learn them. 
My favorite source of developing 
my franchise leadership skills is 
one many of you will know. It’s 
Greg Nathan and his team at the 
Franchise Relationship Institute.  

Read their books, articles, and 
attend their courses. I can’t think 
of a better way to manage self 
and learn how to be a franchise 
leader people expect you to be. 
Keep carrying that mirror around. 
It has more uses than helping you 
style your hair or fix your make 
up! Help people make sense of 
this VUCA world. 



Join HOODZ International’s Global Franchising Expansion
Leading kitchen exhaust cleaning franchise welcoming ambitious 

entrepreneurs to join the company’s expansion into Ireland and the U.K.

7 reasons HOODZ is the best Franchise Opportunity

1.  Proven model with experienced 
support infastructure 

2.  Low Start Up Cost - Low 
Overhead - No Inventory 

3.  Steady predictable income with 
no seasonality 

4.  Mandatory need-based service - 
not a fad

5.  Quick start up: No build out 
headaches

6.  Recurring revenue stream
7.  No “hard” sales required

Exhaust Fan Hinge Kit & Access 
Panel Installation

 Exhaust Fan Belt Replacement

Grease pad Cleaning

Equipment Cleaning

England & Wales: Iain Martin - iainm@kyros.uk.com  |  01562 261162
Ireland & Scotland: Mikayla Whittle - mw@franchiseand.com  |  0141 2212600

HOODZFRANCHISE.COM



virtual concerts and more and expanding  
into Taiwan and Ireland, alongside 27  
school openings, the brand ended the year  
on a trajectory of continued growth and 
global expansion.

Innovation has been key to School of 
Rock’s success, beginning with its core music-
education approach, The School of Rock 
Method, which, earlier this year, was awarded 
a U.S. patent validating it as an exclusive 
concept and practice. 
The groundbreaking School of Rock Method 
builds musical proficiency through its 
proprietary Method App, Method Book 
collection, SongFirst approach, Method 
Engine, and performance-based  
music curriculum. 

The program sets itself apart from 
traditional programs that generally focus 
on one-on-one instruction and rarely 
teach students how to perform with other 
musicians. School of Rock is proud to have 
also been awarded Franchise Update’s 2021 
Most Innovative Use of Customer-Facing 
Digital Tools category of the Products & 
Services Innovation Awards.

THE METHOD TO SUCCESS 
The School of Rock Method combines one-
on-one instruction with group rehearsals and 
live performances, an approach which allows 
students to learn techniques, theory and 
sight-reading, and quickly apply those skills 
performing with other musicians. Students 
start their musical journey by learning to play 
songs that inspire them. Classic songs like 
AC/DC’s ‘Thunderstruck’ and Led Zeppelin’s 
‘Stairway to Heaven’ are used to teach 
technique and theory.

“While we’ve become more sophisticated, 
and built our curriculum out significantly, the 
core idea is the same as it was at the start,” 
says chief development officer, Tony Padulo. 
“If we can get kids inspired and cultivate their 
connection by having them play the music 
they want to play. 
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or over 20 years, School of 
Rock, the 2021 winner of Global 
Franchise’s Best Children’s 
Service & Education award, has 

been enriching the lives of kids and adults 
through music education. 

Originally launched as a single location in 
Philadelphia in the late ‘90s, School of Rock 
has developed into a trademarked brand 
and global phenomenon, now operating and 
franchising over 500 after-school music 
instruction schools open or in development 
in 15 countries, including Canada, Australia, 
Brazil, Chile, Mexico, Paraguay, Portugal, 
Spain and South Africa. 

It’s also the recipient of numerous 

accolades such as the Top Children’s 
Music Enrichment Brand in Entrepreneur’s 
Franchise 500, a 2021 Top Franchise by 
Franchise Business Review, and more. And 
there are no signs of slowing down.

KEEPING THE  
MUSIC GOING
During the challenges the world faced in 
2020, School of Rock kept the music going, 
fostering connection and community to 
students around the world with loud success. 
By adapting its business model to offer 
virtual one-on-one music lessons, delivering 
exclusive access to some of the world’s most 
famous musicians, new curriculum updates, 

F

BEHIND THE BRAND: PARTNER CONTENT

An award-winning  
music education 

opportunity
School of Rock is shaping the next generation of  

musicians, one school at a time
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of managing an organization in a fast-paced, 
demanding environment, strong knowledge 
and awareness of the local music scene 
and trends in their country, access to the 
financial resources to develop and then 
continue to support the School of Rock 
franchise business on an on-going basis, 
resources to create and execute an aggressive 
expansion plan to build brand awareness 
for all services, committed to delivering 
a fast-track return on investment via the 
rapid development of the franchise business 
through recruiting unit franchises within 
the master franchise country or region, and 
access to an established team of people with 
shared entrepreneurial beliefs and combined 
experience in human resources, finance, 
operations, sales and marketing. 

Experience in franchising is also a benefit, 
but not a deal-breaker. Passion for music, 
education and for creating a business with 
high community impact, are essential. 
In fact, many successful School of Rock 
franchisees are former or partially retired 

“We can use that excitement to teach 
them the same concepts they would learn 
elsewhere with the trademark performances 
we are noted for. In theory, within a few 
months, a brand-new student could be 
playing his or her first real rock concert as 
part of the curriculum at a real venue in front 
of an audience. The result is that our students 
become engaged and enthused and emerge 
as great musicians.” 

INTERNATIONAL ACCLAIM 
Another unique aspect of School of Rock 
– and a factor contributing to its immense 
brand expansion – is its status as a 
Recognized Global Children’s Franchise, 
receiving valuable accolades throughout 
the years, such as Best Children’s Service 
& Education Franchise 2021 and Top Five 
Educational Franchise Investment 2020 
awards by Global Franchise magazine. 

School of Rock understands what it takes 
to succeed as a franchise, and has a proven 
track record going back to the mid ’90s. 
Over the years, the brand has developed the 
techniques, the business processes, and the 
franchisee-centric culture that provides a 

blueprint for the franchisee’s success. 
The concept travels well, due to low 

logistical, supply chain, technological, 
language and operational complexity. Popular 
music and child enrichment is universal, 
and School of Rock’s concept allows 
customization to celebrate local popular 
music while instilling musical proficiency.

“I think the reason we’re doing so well is 
that music has such a universal appeal,” says 
Padulo. “Unlike a food business where you 
may have to adapt the concept for local taste, 
we don’t have that issue. Whether you’re 
in the U.K. or South Africa or Brazil, there 
might be variations of local rock, but the 
basic premise of English-sung rock music is 
universally accepted.” 

And while local flair is certainly included in 
the School of Rock curriculum, some legends 
transcend borders: The Beatles, David Bowie, 
and Bruce Springsteen are heard at every 
location, taught by veterans of the industry. 

Not just heard, mind you, but thunderously 
echoed through the hallways: “We’re 
definitely looking for somebody who doesn’t 
mind the noise,” laughs Padulo. “That’s always 
our first criteria, because while it’s music,  
it is noisy!”

THE PROFILE OF A  
PERFECT FRANCHISEE
Beyond just a tolerance for loud rock shows, 
some of the more general aspects sought 
in most master franchisee partners are 
individuals, or an entity, who are successful, 
ambitious, energetic, motivated and are 
comfortable in setting and achieving 
demanding targets for themselves, their  
staff and their customers.

The individual qualities a School of Rock 
master franchisee need to thrive include an 
astute business mind, proven track record 

“While we’ve become 
more sophisticated, 
and built our 
curriculum out 
significantly, the core 
idea is the same as it 
was at the start”
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musicians or music industry execs, but 
others are successful entrepreneurs 
from other industries. There are also 
parents impressed by how School of Rock 
transformed their shy, isolated kid into 
a self-confident musician, finding his 
or her identity performing with a band 
onstage. Regardless of their background, 
all franchisees have one thing in common: 
an appreciation for the opportunity to 
improve the lives of children in their local 
communities through the power of music. 

GROWTH ON THE HORIZON 
Putting 2020 far behind it, School of Rock 
gears up for another strong year with 
a record-breaking student count and a 
projected 37 new school openings including 
10 international locations. 

The globetrotting franchise continues 
to set its sights on new ventures overseas, 
targeting the U.K., Italy, Germany, Singapore, 
the Middle East, and South Korea. Looking 
beyond that, School of Rock plans to grow 
from between 35 and 50 new schools every 
year, domestically, and at a rate of two to 
three new countries per year. Ambitious? 
Sure. But it’s got the track record to back  
it up.

Another very important ingredient for 
School of Rock’s success is the franchising 

awarding process, with a clear path that 
allows candidates to properly evaluate the 
opportunity and the chance for our team  
to analyze if the potential franchisee is  
a good fit. 

The franchise is far from foolhardy: 
“We’re not the kind of franchisor that comes 
out, says we’re going to do 150 locations 
a year, and then five years later they all 
start closing,” says Padulo. “We’re looking 
for sustainable, solid growth; growth at a 
rate which allows us to not jeopardize or 
compromise on the level of quality and 
support that we’ve been providing over the 
last few years.” 

For Padulo, the message is clear: “We have 
plans to be responsibly aggressive. We’re 
very bullish, but we plan on growing at a 
reasonable rate that we can sustain.”

NO SIGNS OF STOPPING
In addition, the team continues to enhance 
its current offerings, including work to 
regularly improve the School of Rock Method 
and its proprietary tools. And earlier this 
month, School of Rock amped up its exclusive 
GearSelect program by offering U.S. students 
the ability to purchase a wide assortment 
of professional musical instruments and 
accessories from 40 of the world’s most 
innovative and recognizable music brands 
including Fender, Zildjian, Roland, Boss  
and more.

First launched in 2019, the elevated 
program includes a new GearSelect catalog 
– an impressive print and digital portfolio 
of more than 1,000 high-quality musical 
products that can be purchased by students 
at their local School of Rock.

School of Rock is also committed to 

bringing more diversity to its curriculum  
and all aspects of the business. Starting 
with the launch of new season shows and 
resources to highlight black musicians  
and women in music last year, more new 
content is being developed to highlight 
communities who have been historically 
oppressed. School of Rock’s dedicated 
Diversity Committee has been developing  
a variety of action plans to make  
our system more equitable, diverse  
and inclusive.

As CEO Rob Price states, “this is an 
incredibly exciting time to be a part of School 
of Rock as we continue to build on this 
momentum and expand across the globe to 
fulfill our mission to enrich lives through 
music. If there is a love of Rock music and a 
desire to learn in a group format, then there 
is potential for School of Rock.” 

At a Glance
School of Rock

Year established:  
1998

Number of franchised outlets:  
300

Location of units:  
15 countries

Investment range:  
$1.5m+ for master development, $322,000 - 
$521,000 for individual units

Minimum required capital:  
$1m for master development, $125,000 for 
individual units

Contact: franchiseopportunities@schoolofrock.com 

franchising.schoolofrock.com

“I think the reason 
we’re doing so well is 
that music has such a 
universal appeal”
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INSIGHT

Meeting evolving customer 
preferences strengthens 
international growth
Four tips to supercharge your overseas development

aining brand fans 
around the world 
doesn’t happen by 
accident. A strategic 

approach and due diligence are  
key, as is a commitment to  
growing internationally.  

Since launching P.F. Chang’s in 
1993 and opening our first two 
international locations in Mexico 
City and Kuwait City in 2009, P.F. 
Chang’s has doubled down on our 
commitment to expand our global 
footprint – we now operate in 
100 international locations in 22 
countries outside the U.S. 

Growing around the 
world is no easy feat. 
Each international 
location provides its 
own opportunities and 
challenges, 

and the process takes time – 
sometimes years. It’s crucial to 
understand everything from 
geography and demographics to 
politics and business climate.  

Success starts with leadership. 
A laser focus from the top, infused 
throughout the organization, 
provides a clearly defined mission 
and strategy. It allows the team at 
home and abroad to understand 
what matters and what’s a 
distraction. It allows a brand to be 
successful, desirable to guests and 
the team, and fosters growth. 

As our company has expanded 
into new 
countries, 
we’ve found 

four tips 

G
THE AUTHOR
Rafik Farouk is the 
senior director of 
global business 
development for P.F. 
Chang’s. In his role 
with the international 
Asian culinary brand, 
he helps guide 
international growth 
strategy and oversees 
expansion of  
the company

that can help businesses lay the 
groundwork for success to growing 
their international presence. 

1 Identify the  
white space 
When entering a new market, it’s 

important to do your homework to 
understand the opportunity in that 
market, as well as prioritize growth 
areas the business can capitalize on.  

Understanding a country, including 
customs, supply chain, human 
resources, resources, construction, 
operations, and the landscape of 
other brands in market is the first 
step to knowing whether your brand 
can be successful in this new area.  

Historically, we’ve commissioned 
a market analysis to fully 

WORDS BY R AFIK FAROUK 
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understand the challenges we may 
face and opportunities we can take 
advantage of.  

2 Understand the 
market and where 
you’ll fit in

Once you’ve determined a country 
or location has opportunity for guest 
needs to be met, go deeper with some 
more probing questions.  

Is the market mature enough 
to handle my brand? Who are my 
competitors here? Are we focusing on 
the right branding and messaging for 
this market? These are all important 
considerations as you seek to build 
brand loyalty in a new market – a 
process that can take two years  
or more.  

In the beginning, a significant 
investment of time, resources, 
and focus are required to ensure a 
successful launch and consumer 
reception in a new market.  

3 Find the  
right partner
Strong in-country partners 

are necessary to secure a sturdy 
foundation for growth. To ensure your 
own brand’s success, look for partners 
that have achieved prior success in 
growing a brand, regardless of the 
industry. Demonstration of successful 
growth is key and provides insight 
into what may be achievable in a 
future business partnership.  

Making sure your partner’s 
culture matches that of your brand 
is also important – in order to have 
long-term success, this alignment 

is a must. Does the partner have 
the financial ability to not only 
successfully launch your brand 
in a new location, but grow it over 
the next decade? Do they have 
the infrastructure in place to be 
successful? Figuring out the answers 
to those questions is crucial. Once a 
shared culture is in place, then the 
real work begins.  

As a protector of your brand, 
cultivating and maintaining the 
relationship with your partner is 
necessary to ensure joint success. It 
requires an investment of time and 
resources. It’s critical to stay engaged, 
making regular visits to meet with 
in-market teams, to understand 
their challenges and opportunities. 
Additionally, supporting your 
partners and giving them the tools 
to grow – anything from marketing 
materials and branding refreshes to 
technology developments – will help 
you innovate together.  

Understand that tactics that work 
in one location might not translate, 
or be available, in another area. 
Prepare to source backup solutions. 
For instance, if a certain system or 
technology isn’t an option in a  
certain country, find something 
similar that translates as a  
solve or local substitute.  

Sometimes, partnerships need to 
change if they’re not working out. 
If your partner stops growing your 

brand or shifts their focus, it may 
be time to make a change. Ensure 
you’re learning and growing from that 
relationship. 

4 Find the right  
real estate
Securing the right location 

is an obvious, but underrated part 
of success to grow international 
markets. Finding iconic locations 
that have high foot traffic and are in 
prominent areas drive international 
success of a brand.  

Capital cities are a great place to 
start. For many brands, COVID has 
created an unexpected disruption 
in real estate – with creative 
opportunities becoming available  
for those who are seeking  
growth opportunities.  

With these steps in place, you’ll 
establish a solid foundation. The 
rest of the work is day in and day out 
to ensure you’re channel agnostic 
– answering customer needs and 
allowing guests to meet and interact 
with your brand how, when and where 
they want to. With that, you’ll soon 
find yourself not only entering a new 
market, but accelerating growth  
on a global scale. 

The global growth of franchising 
is an audacious goal. To ensure 
success, we must hold ourselves to 
high standards. With innovation and 
evolution at the heart of all we do, 
brand fans will follow and become 

ambassadors. The results will  
be growth for all. 

“Gaining brand fans 
around the world doesn’t 
happen by accident. A 
strategic approach and 
due diligence are key, 
as is a commitment to 
growing internationally”
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“Both domestic and 
international brands have 
lots of space to grow and 

develop in Romania”

“FOREIGN BRANDS SHOULD 
KNOW THAT ROMANIA IS 
WELCOMING THEM INTO 
OUR SECURE ECONOMY”

To learn more about the opportunities available for franchisors in this 
untapped European market, we sat down with Ariana Cosmina Anton, 

director for the Romanian Franchise Association

INTERVIEW BY KIER AN MCLOONE
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omania is arguably 
one of Europe’s most 
understated franchise 
markets, but brands are 
increasingly turning 

to its untapped potential when 
expanding throughout  
the continent. 

In October, for example, Popeyes 
Louisiana Kitchen signed a deal 
to bring 90 restaurants to the 
country over the next decade. Chuck 
E. Cheese, meanwhile, began its 
European expansion this year with 
a signing in Romania – effectively 
using the country as a springboard 
for development. 

These international players join 
the already 400-plus franchises that 
operate in Romania today, with the 
country’s franchise market worth 
upward of €3bn. 

Many of these brands are 
supported by the Romanian 
Franchise Association: the country’s 
leading franchise authority that was 
founded in 2006, with a mission 
to champion credible franchising 
in the region. Following the 
Association’s recent partnership 
with Global Franchise’s World 
Franchise Network, we wanted to 
speak with Ariana Cosmina Anton, 
director of the Association, about 
what the future holds for Romania’s 
franchising entrepreneurs.

KM: What work does the 
Romanian Franchise 
Association do to promote 
ethical franchising within  
the country?  
AA: Since establishing in 2006, 
we have become a public utility 
association. This is a recognition 
from the Romanian government, 
acknowledging our efforts as an 
association in the years since. 

We help our members, which are 
ethical franchisees and franchisors, 
to develop their networks; 
including their franchise manuals, 
agreements, and international 
development efforts. 

We also have a franchising 
portal to promote franchises that 
are willing to expand, both in 
Romania and internationally. In 
addition, we organize business-to-
business events to bring potential 
franchisees together with well-
established franchisors. 

We’re currently building on our 
partnerships with the surrounding 

franchise ownership. I think I can 
change their lives in a meaningful 
way, which is very fulfilling for me. 

I feel very happy, because 
sometimes I'll get a call after a few 
years and clients will thank me for 
my advice that I offered, and will 
then recommend me. 

KM: What advice would 
you give to Romanian 
entrepreneurs who are 
looking to get into franchising 
for the first time in 2022? 
AA: First, I recommend that they 
read our local legislation. This offers 
them tips about the disclosure 
document, which is very important 
as the previous laws were very 
vague. Right now, entrepreneurs 
have a lot of help in understanding 
the legislation.

Second, they should contact the 
Romanian Franchise Association, 
and we can offer free advice about 
how to franchise a business while 
respecting the new legislation. 

I've previously told a few potential 
franchisors that they're not eligible 
to franchise their business. We can 
evaluate their business and see 
whether it has potential.

KM: What do you find exciting 
about this brand-new 
partnership between the 
World Franchise Network  
and the Romanian  
Franchise Association? 
AA: The World Franchise Network is 
a very good idea, because it will boost 
the Romanian franchise market. 
It will make it more appealing for 
foreign franchisors that are willing to 
come into Romania. 

Romania isn't very well known 
when it comes to franchising, so we 
need to promote our possibilities. 
Foreign brands should know that 
Romania is welcoming them into 
our secure economy, despite the 
situation caused by the pandemic.

“The World Franchise 
Network is a very good 

idea, because it will  
boost the Romanian 

franchise market”

R
associations from Serbia, Croatia, 
Slovakia, and Hungary. We have 
a project underway to establish a 
new association, which will develop 
neighboring countries and grow the 
respective franchise markets across 
these regions. 

We also organize franchise 
courses for franchise managers 
– both for franchisees, and 
franchisors. These courses are 
very helpful, because they develop 
participants’ knowledge of growing 
their franchise networks faster, and 
in a healthier way. 

During all of our years of 
operation, we noticed that 
franchisees are sometimes not 
very well educated on the business 
model. It’s important for them to 
understand what a franchise is 
and what they need to respect with 
regards for franchisor policy. 

KM: What makes Romania 
an attractive market for 
international franchisors?  
AA: Romania has an economy that's 
currently underdeveloped when it 
comes to franchising. The industry's 
potential is currently around 30 
per cent. That means that both 
domestic and international brands 
have lots of space to grow and 
develop in Romania. 

People are very interested in 
franchising; the first franchise 
that came to the country was 
InterContinental in the mid 1970s. 
We have expertise in this area, but 
it's currently underdeveloped.

During the pandemic, I noticed a 
lot of domestic brands that are now 
willing to franchise, which surprised 
me. Romanians are now interested 
in expanding their brands, and we 
offer them advice about legislation 
and what requirements they need 
to fulfil.

KM: What do you find fulfilling 
about your work with 
the Romanian Franchise 
Association? 
AA: At the beginning of my career, 
when somebody in my family asked 
me to get involved with the industry, 
I told them it wasn't for me. That 
person must have cursed me, 
because I now love franchising!

Franchising is now a passion of 
mine, and I am very happy that I 
get to talk with lots of people and 
help them to fulfil their dream of 
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5 minutes with...

The CEO of the International Franchise 
Association asserts the power of the 
playbook

MATT  
HALLER

GF: What do you think makes 
for an excellent franchise 
leader? 
MH: Franchise leaders are in 
the business of listening and 
building strong communities – 
the community of team members 
within the franchise, the broad 
network of franchise owners, and 
the larger community they  
each serve.  

Successful franchise leaders 
take a person-centered approach 
focused on community, diversity, 
and workforce development to 
create win-win opportunities 
that grow businesses, provide 
meaningful jobs, and deliver 
resources that uplift families  
and neighbors. 

GF: What do you think is the 
number one challenge that  
the franchise industry is 
facing today?  
MH: Without a doubt, the post-
pandemic labor shortage is the 
principal challenge facing every 
franchisor and franchisee in 
every industry vertical found  
in franchising.  

The solution is two-fold and 
requires a top-down and bottom-
up strategy. From Washington, 
D.C., IFA advocates for policies 
to ease the challenges of 
returning to work by providing 
employer tax credits and ending 
disincentives that exist for 

workers to come back to their jobs.  
And across the global franchising landscape, 

franchisors and franchisees must make clear 
their commitment to people and communities. 
Franchise jobs are great jobs full of opportunity for 
advancement and personal career development, 
but they also must understand team members are 
seeking more than just a paycheck.  

They want respect, a voice, and dignity in their 
work. All of these are things our brands and their 
franchisees have, but sometimes struggle to 
communicate clearly. Our job is to help them tell 
that story.    

GF: What do you find fulfilling about the work 
that you do in the franchise industry?  
MH: I’m inspired daily by the people and stories 
found across franchising. Franchise brands create 
opportunity at all levels of the economic spectrum, 
helping owners create wealth for themselves and 
families, support a vast workforce that pays wages 
and benefits higher than other small businesses 
and gives back to the communities in which they 
operate in outsized ways.  

It’s why the International Franchise Association 
launched the Open for Opportunity campaign 
to connect people the world over with what 
franchisors and franchisees know is a  
fulfilling opportunity. 

GF: What advice do you have for 
franchisors who are looking to 
strengthen their network  
in 2022?   
MH: Coming out of the pandemic, 
franchisors should lean in 
to training and networking 
opportunities – both in-person and 
virtual. If the pandemic taught us 
anything, it’s that reliance on our 
networks would get us through to 
the other side.  

Franchisors offered their 
owner-operators a playbook 
to help weather the storm, and 
that’s why we are recovering more 
quickly than non-franchises. We 
also learned that sometimes the 
playbook needs to be rewritten 
entirely to account for unforeseen 
(or unforeseeable) challenges. It is 
in those moments that training, 
and networking help franchisors 
look around the corner, learn from 
others and build back better with 
new awareness.   

As IFA offers an integrated 
approach to education within  
the industry, franchise 
professionals can strengthen  
their networks by pursuing the 
Certified Franchise Executive 
certification – the gold standard 
in equipping current and future 
leaders in franchising with the 
tools they need to grow successful 
businesses and bring their  
brands or supplier offering to  
more consumers.   

“Without a doubt, the 
post-pandemic labor 
shortage is the principal 
challenge facing every 
franchisor and franchisee”
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